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C  TART  the  year  1923  right  by  paying  more  attention  to  the  appearance  of  your 
store.  Jones  Lp-to-Date  Show  Cases  will  combine  with  your  Sectional  Fixtures 
to  give  the  utmost  in  display  and  service.  They  not  only  assist  you  to  display  your 
goods  more  effectively,  save  your  time  and  sleps  but  they  mean  more  business  and 
greater  profit,  doing  away  with  wasted  time  and  effort. 

You  would  be  well  advised  to  give  more  consideration  to  your  store's  appearance  by 
the  installation  of  Jones  Show  Cases.  Your  business  needs  them  and  we  will  be  glad 
to  supply  them. 

Write  to-day  and  let  us  quote  on  your  requirements. 


Cut,  illustrating  three  different  heights  of  Pyramid  Slant  Front  Cases. 


JONES  BROS.  &  CO..  LIMITED 
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'pharmacy 


rn  Branch: 

:llers  Bldg.,  Bannatyre  Ave. 
WINNIPEG,  MAN. 


J 

Modern  Drug  Store  Kuilders 

20-31  Adelaide  Street,  West 
TORONTO,  Ont. 


Eastern  Branch  : 
71   Bleury  Street 
MONTREAL     QUE. 
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Bayer  Gives 
r  ree  uoods 

On  Mixed  Orders  Equivalent  in  Value  to  Orders  Listed  Below 

y2  Doz.  12's  FREE  with    3Doz.  12's  Vz  Doz.  24's  FREE  with    3  Doz  24's 

1  Doz.  12's  FREE  with    6  Doz.  12's  1  Doz.  24's  FREE  with    6  Doz.  24's 

2  Doz.  12's  FREE  with  12  Doz.  12's  2  Doz.  24's  FREE  with  12  Doz.  24's 

In  Addition  Your  Jobber  Allows — 

5     %   net  on     3  Doz.  Assorted 

ll/2%   net  on     s  Doz.  Assorted 
10      %   net   on  12  Doz.  Assorted 

Stock  "Bayer"  in  quantity  sufficient  to  take  advantage  of  Free  Goods  and 
Discounts  and  Greater  Profit.     Absolutely  no  risk. 

"Bayer  Tablets"  of  Aspirin  are  guaranteed  to  sell.  If  for  any  reason  they  do 
not  move  fast  enough  to  suit  you,  send  them  back  and  get  your  money. 

Bayer-Tablets 

of  Aspirin 

Aspirin  is  advertised  in  your  own  home  newspapers  and  the  magazines.  You 
can  share,  without  cost  to  you,  in  the  business  created  by  this  big  advertising 
campaign  by  showing  a  Bayer  window  display  in  colors.       Write  for  it  today. 

THE  BAYER  COMPANY,  Limited,  WINDSOR,  ONTARIO 

w>irin  is  the  trade  mark  (registered  In  Canada.)  of  Bayer  Manufacture  of  M ter  of  Salleylic- 

acid  While  it  is  well  known  that  Aspirin  means  Bayer  manufacture,  to  assist  the  public  against  imitations.  tin- 
Tablets  oi    -  Company  will   be  stamped   with  their  general  trade  mark,    the   "Bayer   Cross.' 
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STARR  PHONOGRAPH  PAGE 

Probabilities  .—The  Trend  of  Business  for  1923  is  Upward 


Isn't  It  The  Truth? 


No  matter  how  difficult  selling  con- 
ditions may,  be  a  good  line  will 
always  find  buyers.  This  is  partic- 
ularly true  of  "Starr"  phonographs 
and  records.  These  products  are 
backed  by  the  reputation  of  the 
manufacturer  and  are  quality  lines  in 
every  sense  of  the  word. 

Prove  the  truth  of  the  heading 
of  this  message  during  1923  by 
stocking  and  featuring  these  two 
profitable  sellers.  Their  worth  is 
proven  by  the  hundreds  of  testi- 
monials we  have  received  from  sat- 
isfied customers  everywhere. 

It  will  pay  you  to  investigate  "Starr" 
phonograph  records  for  your  1 923 
selling.  We  shall  be  pleased  to 
supply  all  necessary  information  and 
to  quote  on  your  requirement. 


STARR  COMPANY  OF  CANADA  Limited 

LONDON         -        CANADA 

Winnipeg  Edmonton  Montreal         Toronto         St.  John,  N.B 


Distributing 
Cent  re*  :  — 
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INGRAM'S 

BRITISH-MADE 

SEAMLESS  ENEMAS 

The  "STERILENDUM"  Enema  (Regd.) 


STERIL1ZABLE  IN  ITS  ENTIRETY 

Fitted  with  "Xseptic  Glass  Pipss  and  Valves.     Guaranteed  not 
to  Split.      No  Metal  Parts.      Best  Quality  Rubber. 


INGRAM'S  REGISTERED  ENEMAS: 

•ADAPTABLE"  "ATALANTA' 

'ECLIPSE"  "UTILEMA" 

'STERILENDUM"  "ZENITH" 

'ZEBINA"  "PERFEX" 

INGRAM'S  LONDON 

Original  Inventors  and  Manufacturers  of  the 
Seamless  Enema 


The  "ZEBINA"  Enema  (Regd.) 


Guaranteed  not  to  Split.  Ordinary  Bulb.) 

Practical  Workmanship.  Perfect  Construction. 

Fitted  Complete  with   Bone  Rectum   and  Gum  Vagina    Pipe 
and  Leather  Shield,  and  packed  in  an  attractive  Card    Box. 

Selling  Agents  throughout   Canada,  Sharland  & 
Co.,    Eldon    St.   House,    London    EC2,    England 

Samples  and  prices  can  be  obtained  from  Sharland  &  Co.  '  s 
sub-agents,  Messrs.  SNIDER  &  BOSSONS—  W 

13   Leader  Lane,  Toronto  ^ 

401    Canada  Building,  Winnipeg 
E=  Terminal  City  Club,  Vancouver  iE 
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^         Made  b]}  the  firm  of  I  ng  rams,  London,  Scientific  Manufacturers  of  Surgical         = 
-=         India  Rubber  Goods,  Established  in  London  in   1847,    and  whose   Brand.  == 

-—  'Ingram's  London,' '  is  a  guarantee  of  Quality- 

I    J.  G.  INGRAM  &  SON,  Limited    | 

The  London  India  Rubber  Works 

Hackney  Wick,  LONDON,  E.9.,  England 
1 1 1  r  M I '  1 1 1  >  1 1 1 1  i  1 1  i  i !  I  <  i  i  1 1 1 1 1  e  1 1 1 1 1 1 1 1 1 1  m  1 1 . 1 1 :  l 


Advanced  Price  25s.  net. 


Chemists  23s. 


Reprint  of  Nineteenth  Edition 

SQUIRES 
COMPANION 

TO  THE 

BRITISH  PHARMACOPOEIA.  1914 

Published  by  J.  &  A.  CHURCHILL 
7  Gt.   Marlborough  St.,  W.  1. 

The  Chemist  and  Druggist  says — "It  is  the  largest  British  book  of 
the  kind  whose  utility  is  recognised  equally  by  physicians  and  pharm- 
acists, while  it  is  also  distinctive  in  containing  information  that  is 
wanted  by  specialists  in  chemistry,  medicine  and  pharmacy.  It  main- 
tains its  unique  position  as  a  national  work  of  reference." 

The  Prescriber  says — "Neither  medical  man  nor  pharmacist  can 
afford  to  be  without  the  latest  edition  of  Squire's  Companion.  " 

The  Perfumery  and  Essential  Oil  Record  says — "This  useful 
volume  cannot  be  too  highly  commended." 

Leaflet  and  Quotations  on 
application 

SQUIRE  &  SONS,  LTD. 

London,  W.  1. 


413  Oxford  Street 


Chemists  on  the  Establishment  of  The  King 


Now  is  the  time 

TO  SELL 

Politi's  Rabat  Lacoum 

(Turkish  Delight) 

A    DAINTY  CONFECTION 

In  Tin  Boxes  at  $2.25  per  dozen 
In  7  lb.  Wood  Boxes  at   1 8c.  per  lb. 

USUAL    TERMS 
Try  a  100  lb.  shipment  for  quick  turnover 


Our  representatives  will  call  in  the 
near  future,  showing  a  very  extensive 
and  handsome  line  of  Drug  Sundries 
—  see  these  samples  before  placing 
your  order. 

The  Lyman  Bros.  &  Co.,  Limited 

TORONTO  -  ONTARIO 

Wholesale  Druggists  Since  1838 
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ANSON  DULMAGE 

DRUGGISTS'  BROKER 
I  FIND  BUYERS  AND  SELLERS  OF  DRUG  BUSINESSES 

THIS  IS  THE  ONLY  AGENCY  IN  CANADA  DEALING  EXCLUSIVELY  IN  THIS  LINE  OF  BUSINESS. 
I  AM  PUTTING  BUYERS  AND  SELLERS  IN  TOUCH  WITH  EACH  OTHER  CONSTANTLY. 

//  YOU  want  to  buy  or  sell,  communicate  at  once. 


CALGARY  AGENT 

Winnipeg  Office  '• 

E.  P.  LEACOCK 

Saikatoon  Office 

322  SOMMERSET  BUILDING 

4th  Floor            Elma   Blk. 
CALGARY        ALTA. 

C.  P.  R.  BUILDING 
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WORLD'S  GREATEST  HOME  MEDICINE 
FOR   OVER  60  YEARS 


..- ^■^^■-■.— .,■...  . ...  - 


JJlwqys  have  — 


THE  PROVED  REMEDY  FOR 
CONSTIPATION 


2 
SIZES 


'25*50 


BEECHAM'S  PILLS 


fc\ 


STEADY 
ADVER- 
TISING 


STEADY 
TRADE 


—  never    disappoint    your    trade  — 
Beecham  profit  will  be  securely  linked 

Beecham's  Pills  have  madegood  for 
over  60  years  as  a  safe,  sure  remedy 
for  Constipation  —  recommend  them 
to  your  customers,  push  them  for 
profit.  Beecham's  Pills  sell  easily  be- 


and    the  good    —  |/1    StOCpZ 
to  your  store 

cause  of  our  dominant,  persistent 
advertising.  Display  them  on  your 
counter  and  cash  in  on  this  adver- 
tising. Remember  you  make  5  times 
the  profit  on  the  50c  size. 


HAROLD  F.  RITCHIE  &  CO.,  Limited 

TORONTO,  ONT.  Sole  Agent,  CANADA 


LC  b 


V-ii    r  -1  -TT-rai  i 


BEECHAM     PROFITS    ^L- 
■^f  FOR  -YOUR    STORE  Ss-Jf2^ 
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BIG 
PROFIT 


QUICK 
TURNOVER 
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Used    in   Hundreds  of    Hos- 
pitals    and     Child     Welfare 
Centres  and  Creches 


Doctor    .    .    . 

L.R.C.P.,  L.K.C.S.Kd.,  L.F.P.S 
Glas.,  etc.,  (Leedsi,  writes:— 
"Your  Neave's  Food  is  suiting 
our  youngster  admirably,  for 
which  we  are  very  thankful. 
She  was  not  doing  well  on  cow's 
milk  and  water  alone." 


Doctor    .    . 

D.Sc.  Ed..  B.Sc.  M.D..  MB.. 
CM..  D.P.H.  (Park  Lane.  \V  i. 
writes:— "I  take  every  opportu- 
nity  of  recommending  both  your 
Miik  Food  and  Cereal  Food  as 
the  best  scientific  preparations 
where  breast  feeding  is  contra 
indicated." 


YOU  CAN  SAFELY  RECOMMEND 

Their  use  is  counselled  by  leading  Doctors,  Medical 
Papers  and  Institutions.  "Neave's"  is  the  oldest  of 
all  Infants'  Foods  and  has  been  sold  all  over  the 
World  for  nearly  a  century. 

Sold  in  Tins  Specially  Packed  for  Canada. 

Manufacturers: 
JOSIAH   R.    NEAVE  &  CO.,    Fordingbridge,  England 

Agents  for  Canada:  Stroyan-Dunwoody   Co,, 
305,  Confederation  Life  Bide-.  Winnipeg 


Nearly     100     Years     Estab- 
lished Reputation. 

Gold  Medals,  London,  1900 
1906  and   1914;  also  Paris. 


A  TORONTO  MOTHER: 

Mr-.  J.  W".  Pateman.  ;>4  Harriet 
St..  Toronto,  in  writing  about 
Neave's  Pood  says  ■When  1  rirst 
knew  one  of  my  friends  her 
baby  Jack  was  eight  months 
old  and  dying  by  inches.  She 
had  tried  three  Foods  because 
her  Jack  could  not  digest  milk. 
At  last  I  fetched  her  a  tin  of 
Neave's  Food.  At  the  end  of  a 
month.  Jack  was  rapidly  gaining 
flesh  and  was  bright  and  happy. 
He  is  a  lovely  boy  now  and  she 
declares  Neave's  Food  saved  his 
life.     And  it  did. 
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Where  Do  You  Stand  ? 


We  know  your  stock  of  Waterman's  Ideal  Fountain 
Pens  must  be  low  after  Christmas  selling. 

One  of  the  chief  enemies  of  steady  sales  is  low  stocks. 
Good  business  requires  your  stock  to  be  at  full  strength 
so  you  can  supply  every  demand  for 


WeiefmeuVs 
Fountain  Pen 


Waterman's  Ideal  is  not  simply  a  gift  proposition.  Years 
ago  perhaps,  it  was  a  luxury  to  own  a  fountain  pen. 
Now,  however,  Waterman's  Ideal  Fountain  Pen  is  a 
real  necessity  of  every-day  life,  and  their  convenience, 
handiness  and  efficiency  are  acknowledged  all  over  the 
world. 

Those  who  received  a  Waterman's  Ideal  for  Christmas 
will  show  their  presents,  dilate  on  their  merits,  and  so 
induce  many  others  to  buy  the  world's  best  pen. 

Bring  up  your  stock  to  full  strength,  so  you  can  make 
Waterman's  Ideal  Fountain  Pen  the  all-the-year-rcund 
selling  proposition  it  is. 


m 


njj 
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179  St.  JAMES  STREET 


MONTREAL 
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MORE  EFFICIENT  METHODS  FOR  A 

BETTER  1923 


Thoughts  and  plans  for  the  druggist. 


WELL,  how  much  did  you  make  last  year? 
Perhaps  vou  are  verv  well  satisfied,  but  don"t  let 
it  rest   for   more  can  be   made  during   1923.     To- 
morrow will  be  today  until  tomorrow,  and  then  today  will 
be  vesterday — start  today. 

Of  course,  we  hear  a  great  deal  about  the  much  abused 
word — service,  a  word  that  might  mean  a  great  deal  or 
nothing  at  all.  Service  as  applied  to  successful 
selling  means  manv  things  that  will  not  show  up  on 
your  bill.  Simplv  measuring  off  as  much  service  as  you 
are  paid  for  is  not  the  idea,  and  drug  stores  can  expect  to 
get  out  of  1923  only  in  proportion  to  what  thev  put  into  it 
in  the  way  of  extended  service  and  conscientious  intere-t 
in  their  business  and  their  patrons. 

Efficiencv  in  selling  is  mainly  produced  through  a  verv 
thorough  s!udv  of  your  business,  not  onlv  with  immediate 
store  work,  but  also  as  applied  to  your  business,  ^ou  see 
there  are  selling  forces  within  and  without  your  place  of 
busines?.  and  as  we  have  to  be  right  inside  before  we  can 
establish  a  reputation  of  a  good  character,  so  the  things 
inside  your  store  must  be  right  in  order  to  have  a  marked 
effect  on  the  selling  of  your  goods. 

Among  some  of  the  things  to  be  expressed  inside  are 
walls,  counter  and  floor  displays,  window  trims,  spacing  of 
your  sections  or  departments,  conveniences  for  customers, 
which  includes  convenience  of  stock  so  that  your  sellers  may- 
lose  no  time  in  displaying  or  reaching  the  goods,  interior 
decorations  and  pleasant  atmosphere,  one  which  will  make 
your  trade  feel  at  home,  prompt  attention  to  demands  or 
desires  of  customers,  etc. 

Clerks  must  be  polite  and  give  undivided  attention  to  a 
buyer,  alwavs  evidencing  a  keen  interest  in  their  welfare. 
especially  while  thev  are  on  the  floor. 

Be  sure  that  your  goods  are  clearly  and  properly  priced. 
Code  numbers  are  sometimes  misleading  and  often  create 
suspicious  opinions,  therefore,  it  is  always  well  to  have 
your  selling  price  in  good  plain  figures. 

If  you  are  doing  any  advertising,  cut  out  some  of  vour 
own  ads.  mount   them,  have 
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them     neatly     framed     and      j  | 

placed     around     the     store 

where     customers     can      see 

them.     It   makes   quick   and 

effective  connection  between 

vour  copy  in  the  newspaper 

and   your   store. 

Your  source  of  supply 
from  manufacturers  will  ah  > 
•upply  you  with  good  store 
and  window  display  matter, 
and  be  sure  that  this  i-  ef- 
fectively used.  If  it  is  back 
in  the  store  room  or  behind 
the  counter  it  is  a  sure  killer 
for  sales. 

These    are     onlv     a     few 


I  NEW  YEAR  GREETINGS  I 

1      \V/E  are  prompted  at  this  happy   time     | 
*"     to  express  to  you  our  sincere  wish     | 
|      that  you    and  yours  may  enioy 

A  Happy  New  Year's  Day 

|      and  a  New  Year  that  will  by  far,  exceed 
|      all  previous  ones. 

ittiuiiuutiniiiiiiiiiiiiiitHiiiii  * 


points — there  are  hundreds  of  others  which  are  quite  as  im- 
portant. In  stepping  outside  the  store  for  a  look,  or  in 
approaching  vour  store,  what  is  the  first  thing  to  make  an 
impression — the  store  front.  It  should  be  well  painted 
and  neat.  Its  general  appearance  should  be  one  to  spell 
success  and  create  confidence. 

How  about  vour  signs?  It  pays  to  have  a  good  one  if 
you  can  afford  it — electric,  if  possible. 

See  that  vour  windows  are  clean  so  that  passers-by  can  get 
the  full  benefit  of  vour  display.  Have  your  sidewalks  well 
cleaned,  especially  in  winter. 

wTien  it  comes  to  vour  advertisements  be  sure  that  they 
are  thoughtfully  and  carefully  prepared  and  well  printed. 
The  estimate  of  your  store  can  be  increased  or  lessened  raa- 
teriallv  through  the  appearance  of  your  printed  matter,  for 
thev  are  salesmen — going  out  broadcast  to  tell  what  you 
are.  where  vou  are  and  what  you  have  to  sell. 

Manv  drug  stores  are  using  bulletin  boards  in  their  sec- 
tion and  surrounding  territorv.  Be  sure  these  sisns  are 
kept  fresh,  in  good  positions  and  always  attractive. 

Prestige  is  the  thing  which  you  create  through  the  follow- 
ing out  of  anv  of  the  above  points.  Pre.-tige  is  really  ar. 
outside  influence  which  is  a  big  contributing  factor  in  the 
building  of  your  business,  ind  it  can  only  come  through 
honest  and  efficient  service  when  retailing  reliable  goods. 

Don't  be  afraid  to  take  suggestions.  If  anv  are  brought 
to  vou,  studv  them  carefallv  and  see  if  thev  are  practical. 
If  so.  adopt  them,  and  improve  your  genera!  service.  1  : 
can  learn  a  great  deal  from  wha:  others  have  done  and  aTe 
doing  along  similar  or  alien  lines,  for  merchandising  meth- 
ods are  about  the  same  the  world  over — it  is  merely  a  matter 
of  adapting  them  to  your  own  needs  and  profit. 

One  of  the  first  things  a  business  man  should  do  is  to 
make  up  his  mind  to  live  and  learn.  A  stor^.  like  a  suc- 
cessful man.  should  be  honorable,  wholesome,  happv  and 
financially  successful.  When  you  find  other  stores  that  are 
like  this  try  to  imitate  them,  find  out  what  methods  have 
made  them  as  successful   as   thev   arc.     Perhaps   vou  have 

come  across  an  ideal  store. 
If  so.  trv  to  work  toward 
that  goal. 

^  hatever  vou  do  don"t 
have  a  grouch,  either  person- 
ally or  expressed  in  vour 
busine--.  \  smile  has  made 
more  sales  than  a  frown. 

Try  to  work  on  the  big 
things  of  vour  organization, 
hut  do  not  overlook  the 
-mall  ones,  for  thev  are  very 
important  \-  .'.  big 
ger    once    -  :'ve   me    a 

man  who  will  watch  out  for 
the  little  troubles  and  there 
won't  be  anv  big  ones."'  and 
when  applied  to  store  service 
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it  is  little  thing6  which  should  be  straightened  out.  Per- 
haps you  have  made  a  small  shortage  or  have  made  a  mis- 
take in  delivery,  or  have  not  sent  exactly  what  was  selected. 
This  all  may  have  come  from  a  misunderstanding,  but  it 
should  be  straigtened  out  at  once.  A  few  cents  overcharge 
on  a  bill  will  often  lose  a  customer — don't  let  it  happen. 

Every  man  in  the  store  should  give  attention  to  details, 
particularly  in  intensive  merchandising,  which  will  all  work 
out  for  greater  efficiency  on  the  part  of  clerks  or  proprietors. 
There  is  really  nothing  very  mysterious  about  efficient  sell- 
ing— it  is  summed  up  largely  in  good  common  sense,  but, 


of  course,  facts  must  be  known — there  must  be  a  foundation 
for  your  thinking. 

Try  and  cultivate  the  art  of  persuasion.  All  men  are 
salesmen  more  or  less,  but  of  course  some  are  better  than 
others.  Some  are  born  salesmen,  some  acquire  salesman- 
ship and  others  have  it  thrust  upon  them.  Try  to  learn 
from  other  men  who  are  good  salesmen — find  out  what  their 
qualifications  are  and  make  every  effort  to  acquire  them  for 
yourself,  but  the  big  idea  is  to  thoroughly  know  the  goods 
you  are  selling,  iknow  their  strong  points  of  merit  and  weak- 
nesses, if  any.  Have  and  show  faith  in  them,  add  to  this 
loyalty,  integrity,  promptness,  good  habits,  and  you  will 
have  a  selling  abilitv  that  will  be  hard  to  beat. 


DRESS  WINDOWS  TO  SELL  GOODS 


Lighting  an  important  item — Tie  displays  with  price  cards — Making  displays  effective- 
What,  when  and  how  to  display— Some  practical  pointers. 

By  A.  W.  Johnson 


ONE  of  the  most  important  features  of  a  window  is  the 
lighting.  Have  good  light  and  plenty  of  it,  and 
have  it  shine  on  the  goods,  not  on  the  sidewalk  or 
into  the  eyes  of  those  looking  into  the  window.  Nothing 
hypnotizes  the  people  and  draws  them  to  a  store  so  much  as 
a  strong  white  light. 

In  exactly  the  same  manner  that  the  "bright  lights"  of 
down-town  streets  in  our  larger  cities  attract  the  crowds,  so 
will  the  bright  lights  in  your  store  window  attract  those 
walking  in  the  vicinity  of  your  store.  When  the  windows 
of  your  store  are  a  blaze  of  light  hundreds  of  persons  will 
cross  to  vour  side  of  the  street  just  to  see  what  it  is  all 
about.  IJnder  such  circumstances  it  is  of  the  utmost  im- 
portance that  your  windows  be  so  attractively  trimmed  as 
not  to  disappoint  those  who  have  come  out  of  their  way  to 
see  what  they  contain. 

Special  reflectors  for  windows  that  will  throw  a  strong 
white  light  of  great  intensity  directly  on  the  goods  in  your 
window  can  be  obtained  at  small  cost,  and  the  lights  them- 
selves can  be  so  cleverly  masked  as  not  to  be  seen. 

Price  Tickets  Sell  the  Goods 

One  of  the  best  advertisements  a  store  can  employ  is  to 
have  its  windows  so  brightly  ligbted  that  all  the  other 
stores  in  the  block  look  dark  and  gloomy  beside  it,  and  this 
is  true  of  any  kind  of  business,  whether  drug  store  or  not. 
The  bright  lights  will  attract  the  lookers,  but  it  will  take 
price  tickets  to  sell  them  the  goods  in  your  window. 
A  window  must  be  able  actually  to  sell  the  goods  in  order 
to  make  good.  A  live  pig  or  a  rattle-snake  in  your  window 
would  keep  a  crowd  around  your  window  all  day  long,  but 
such  a  window  would  not  sell  merchandise,  and  that  is 
what  you  are  trying  to  do. 

Optical  illusions  and  mechanical  and  electrical  displays 
often  do  more  harm  than  good.  They  bring  a  crowd  all 
right,  but  every  one  is  so  busy  looking  at  the  illusion  or 
the  mechanical  part  of  the  display,  trying  to  figure  out  "how 
it  works"  that  the  merchandising  part  of  the  window  is  lost 
sight  of  entirely. 

Making  Mechanical  Windows  Sell 

On  the  other  hand,  a  merchanical  device  that  actually 
"ties  up"  with  the  goods  you  are  showing  and  demonstrates 
their  worth,  would  be  of  the  greatest  value.     For  example, 


you  might  be  showing  a  certain  kind  of  soap  in  your  win- 
dow and  one  of  your  claims  for  the  soap  might  be  that  "it 
lathers  freely."  What  more  convincing  argument  could 
you  offer  than  to  have  a  mechanical  device  in  your  window 
that  would  agitate  a  cake  of  the  advertised  soap  in  a  large 
howl  of  water  in  such  a  manner  that  the  bowl  would  be 
kept  heaping  full  of  foamy  white  lather  continuously? 


VHimminiiiiiiiimmimmimi 
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Good  Display  Will  Save  The    | 
Dealer  A  Lot  Of  Time 
And  Jaw-Bone  Work 

^llllllllllllllllllllllllliniMIIIIIMIMIIMIMIIMIIIIIIIIIiliilllliillllllinillllllllllllllllllllllllMIIIIIMIIIilllllllMIIIIilllllMtllllillllllllllllilH:!!? 

ACCORDING  to  a  passage  somewhere  in  the  Bible,  Sam- 
son was  the  most  successful  wielder  of  a  "Jaw-Bone" 
known  to  history.     It  is  related  that  he  took  the  jaw 
bone  of  an  ass  and  killed  1,000  Philistines. 

Time  evidently  bung  heavy  on  the  hands  of  Samson  in 
those  days.  It  is  certain  at  least  that  there  are  few  mer- 
chants today  who  would  have  the  time  to  wield  the  "Jaw 
Bone"  long  enough  to  knock  1000  sales  dead,  single  handed. 
True  that  some  merchants  think  successful  salesmanship 
is  a  question  of  wielding  the  "Jaw-Bone"  but  the  vast  ma- 
jority of  successful  retailers  in  practically  all  lines  of  busi- 
ness long  ago  realized  that  advertising,  window  displays 
and  counter  displays  saved  considerable  time  and  energy  in 
making  sales. 


R.M.A.  OPPOSES  TAX  ON  RECEIPTS 

'I'lir  Retail  Men  hauls  Association  of  Canada  have  issued 
a  bulletin  dealing  with  the  matter  of  Dominion  legislation 
regarding  the  placing  of  a  two-cent  stamp  on  all  receipts, 
which  act  comes  into  force  with  the  new  year.  Secretarj 
[rower-h  has  compiled  the  matter  in  the  bulletin  and  in  it 
gives  reasons  v\  1 1 s  every  merchant  in  Canada  should  oppose 
the  matter. 
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KEEN  COMPETITION  CALLS  FOR  UP- 
TO-DATE  EQUIPMENT 

Retail  druggists  should  give  some  attention  to  store  appearance  at  the  commencement 

of  the  year  when  business  is  not  so  brisk — Modern  store  equipment  speeds  up 

sales  and  service  and  marks  a  big  improvement  in  store  appearance. 


IN  these  days  when  competition  in  retail  selling  is  keen 
and  merchants  vie  with  one  another  for  the  largest  pat- 
ronage possible  it  is  to  the  advantage  of  every  dealer 
to  consider  all  the  ingredients  that  go  to  make  up  the  recipe 
of  successful  selling.  The  average  customer  is  influenced  to 
make  a  purchase  by  many  things  chief  among  which  are. 
the  appearance  of  your  store,  attractively  displayed  goods 
and  prompt  service.  As  your  store  equipment  plays  an 
important  part  in  all  these  influences  toward  buying  we  will 
launch  out  into  our  little  story  and  try  to  prove  the  part 
equipment  plays  in  the  general  conduct  of  the  retail  busi- 
ness. 

Today  and  Twenty  Years  Ago 

Modern  store  equipment  gives  the  druggist  of  today  a 
decided  edge  on  the  merchant  of  twenty  years  ago.  Store 
equipment  then  had  not  reached  a  very  high  state  of  perfec- 
tion and  the  average  merchant  made  his  displays  on  the 
top  of  the  counter  or  perhaps  on  a  rack  of  shelves  placed 
in  the  corner.  This  method  of  displaying  goods  was  not 
attractive  nor  was  it  good  for  the  goods  or  the  merchant's 
profit*.  The  goods  thus  exposed  to  dust  and  dirt  soon  los: 
their  eood  appearance  and  in  many  cases  were  germ  lad0!!. 
with  the  result  that  they  were  classed  as  shop  worn  and  often 
had  to  be  sacrificed  which  played  havoc  with  the  profits. 

The  First  Attempt  at  Better  Display 

The  oval  shaped  case  was  then  introduced — a  small  case 


that  rested  on  the  end  of  the  counter.  This  was  an  improve- 
ment in  that  it  protected  the  goods  but  did  not  lend  itself 
to  much  display  and  was  therefore  not  much  improvement 
over  the  counter  display. 

The  Efficient  Silent  Salesman 

Todav  however  the  dealer  has  every  chance  to  make  artis- 
tic displays  of  his  goods  us  well  as  protecting  them  from 
dirt  and  dust.  The  up-to-date  wall  cases  and  show  cases  are 
the  modern  weapons  the  retail  trade  i  -. 

more  efficient  service,  turn  their  stock  over  oftener  and  to 
keep  their  profits  increasing.  Too  much  can  not  be  said 
regarding  the  important  part  equipment  plays  in  profitably 
conducting  a  retail  business.  They  will  pay  for  themselves 
many  times  over. in  both  goodwill  and  profits. 

Look  at  Your  Store  from  the  Customer  Standpoint 

Step  outside  the  door  of  vour  own  store,  and  then  enter 
it,  alive  to  every  detail  of  its  make-up.  What  impression 
i lo  \ihi  get?  How  does  the  general  appearance  of  the  .-tore 
impress  you?  Would  the  appearance  of  your  store  at  first 
glance  influence  you  to  buy  or  would  it  make  vou  feel  vou 
wanted  to  get  out  as  soon  as  possible?  These  are  questions 
to  consider  and  this  is  a  test  it  will  pay  everv  live  retailer 
to  make  in  connection  with  his  own  business.  If  vour  store 
is  well  equipped,  vour  goods  well  protected  and  artisticallv 
displayed   with   an   eye   to   neatness   and   cleanliness   every- 
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An  example  of  a  well-equipped  drug  store, 

which  offers  some  suggestions  to  druggists 

contemplating   the   installation   of   modem 

equipment 
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where,  vour  store  is  bound  to  create  an  impression,  and  your 
chances  of  making  a  sale  are  increased  a  hundred  fold.  If 
the  general  appearance  is  sloppy,  and  untidy,  it  produces 
an  atmosphere  that  immediately  repels  the  customer  and  no 
amount  of  persuasion  will  produce  a  sale. 

A  Well  Equipped  Store 

Just  studv  the  illustration  on  this  page.  Even  in  the  pic- 
ture you  get  an  impression  of  neat  artistic  display  which 
immedatelv  puts  you  in  a  favorable  buying  mood.  Notice 
the  handsome  wall  fixtures  in  the  background  which  are  so 
necessary  for  the  displaying  of  bottled  and  packaged  goods 
and  the  showcases  in  the  foreground  which  show  off  special- 
ty lines  to  good  advantage  attracting  the  attention  of  the 
customer  from  the  time  he  or  she  enters  the  store.  How 
much  additional  business  could  be  secured  by  the  use  of 
modern  equipment? 

A  Boon  to  Faster  and  More  Efficient  Service 

Customers  nowadays  demand  quick  and  efficient  service 
and  the  retailer  must  give  it  if  he  wishes  to  hold  their  pat- 
ronage.    How  often  have  we  heard  people  say  "I  will  never 

"O  back  to  S it  took  me  half  an  hour  to  get  waited  on. 

Modern  equipment  speeds  up  the  service  because  the  cus- 
tomers readily  see  what  they  want  and  the  clerk  can  get  it 
without  any  waste  motion  or  loss  of  time.  In  fact  many 
■roods  sell  themselves  when  neatly  displayed  in  the  show 
case  or  wall  case  as  the  customer  is  prompted  to  buy  on  sight 
and  asks  for  the  article  without  any  delay.  With  modern 
equipment  in  your  store  you  can  handle  many  more  custom- 
ers and  do  it  more  efficiently. 

Not  Expensive  in  Proportion  to  Selling  Power 

You  are  forced  to  pay  your  clerk  wages  every  week  for 


his  services  in  attending  to  customers.  Retailers  who  have 
installed  modern  equipment  tell  us  that  it  pays  for  itself 
many  times  over.  In  many  cases  installations  of  this  kind 
so  speed  up  the  service  that  less  help  is  required  to  take 
care  of  the  customers  and  as  a  result  the  overhead  is  re- 
ruced.  Modern  store  fixtures  readily  adapt  themselves  to 
any  style  of  store.  It  is  not  necessary  to  outfit  the  store 
entirely  at  the  start  unless  you  want  to.  A  show  case  added 
now  and  then,  or  a  sectional  fixture,  will  greatly  add  to  the 
appearance  of  your  store  and  increase  the  efficiency  of  ser- 
vice to  your  customers.  All  these  fixtures  are  so  construct- 
ed that  they  can  be  easily  matched  up  or  one  section  fitted 
to  correspond  with  another. 

Make  Yours  a  Modern  Store  Now 

Right  now  at  the  start  ol  another  year  is  the  time  to  think 
about  improving  your  store  and  giving  better  service  by  the 
installation  of  modern  equipment  or  some  addition  to  the 
equipment  you  already  have.  Perhaps  vou  have  a  dirty 
little  corner  which  has  often  worried  you.  You  try  to  cover 
it  up  with  a  pyramid  of  goods,  but  in  time  the  display  gets 
ragged  and  goods  soiled  and  you  have  wondered  just  what 
would  improve  it.  Perhaps  the  addition  ol  a  small  show- 
case is  all  that  is  necessary  to  remove  this  eyesore  and 
brighten  up  the  appearance  of  the  whole  store.  It  may  be 
that  some  line  of  goods  has  not  been  selling  as  well  as  the 
traveller  said  it  would.  If  it  is  not  well  displayed  vou 
cannot  expect  it  to  sell.  A  showcase  near  the  door  may 
give  those  goods  just  the  necessarv  appearance  which  is 
the  difference  between  selling  them  T?id  not  selling  them. 
This  is  the  time  to  think  these  ihinus  through  when  perhaps 
business  is  a  little  quiet  after  the  festive  season.  Make  vour 
resolve  now  that  if  up-to-date  equipment  will  make  your 
store  outstanding  in  your  community  and  put  you  a  jump 
ahead  of  vour  competitors  vou  will  give  it  a  triai> 


LENDING  LIBRARIES  are  PROFITABLE 

Western  Canada  a  good  territory  for  druggists'  lending  libraries — 
How  a  Yorkton  druggist  does  the  trick. 


IN  our  Canadian  West  quite  a  respectable  number  of 
druusists  are  booksellers  and  stationers  as  well.  In 
many  of  the  centres  of  population  in  that  new  country- 
there  are  no  public  libraries,  so  a  number  of  druggists  are 
operating  lending  libraries.  This  phase  of  the  book  busi- 
ness has  assumed  considerable  importance;  so  much  so  that 
a  prominent  firm  of  Canadian  publishers  has  had  under 
consideration  for  some  time  a  system  whereby  they  could 
supply  drug  stores  with  a  supply  of  books  suitable  for  a 
lending  library  at  reduced  rates,  together  with  instructions 
on  the  best  methods  of  running  such  an  institution. 

R.  A.  Patrick  is  a  druggist  and  bookseller  at  Yorkton, 
Sask.  He  owns  one  of  the  best  equipped  stores  in  Saskat- 
chewan, and  runs  his  lending  library  on  an  intelligent  and 
profitable  basis.  To  begin  with,  it  is  removed  from  the 
rest  of  the  store,  being  located  on  a  gallery  running  the  full 
length  of  the  building,  and  is  reached  by  a  spiral  staircase, 
the  foot  of  which  is  not  far  from  the  store  entrance. 

The  gallery  is  about  six  feet  from  the  ceiling,  thus  per- 
mitting an  averaged-sized  person  to  walk  around  at  ease. 
The  books  are  contained  in  oak  fixtures,  with  glass  sliding 
doors.     There  is  a  compartment  for  each  book,  and  for  the 


card  which  accompanies  it.  These  were  formed  by  cutting 
small  grooves  in  the  shelving,  and  sheets  of  zinc  used  for 
making  the  compartments,  which  are  numbered,  as  well  as 
the  book,  and  the  card  which  remains  in  the  compartment. 

A  card  system  is  used  in  this  store  for  the  lending  library. 
When  a  book  is  taken  out,  the  girl  in  charge  records  on  the 
card  the  day  of  the  month,  and  the  borrower's  name;  When 
it  is  returned,  she  takes  out  the  card  and  records  the  date, 
and  the  amoiint  paid.  The  beauty  of  this  system  is  that  at 
the  end  of  the  week  she  can  check  these  cards  off,  and  de- 
termine what  the  library  has  paid.  Also  it  is  possible  to  see 
at  a  glance  what  sums  each  book  has  earned.  Some  of 
them  net  the  proprietor  as  much  as  five  and  six  dollars; 
other  books  bring  in  only  thirty  or  forty  cents.  At  certain 
periods,  old  books  are  taken  out  and  cleared  off  at  bargain 
prices. 

Seeing  a  compartment  empty,  the  girl  has  merely  -to  look 
at  the  card  to  learn  when  the  book  was  loaned.  If  it  has 
been  out  too  long  she  will  inform  the  borrower.  Some- 
times a  person  will  call  up  on  the  phone  and  ask  for  a  cer- 
tain book.  It  takes  the  girl  only  a  minute  to  find  out 
whether  the  book  is  in  the  shelves,  and  when  it  should  be 
available. 
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JANUARY  a  MONTH  of  ADVERTISING 

OPPORTUNITY 

An  old  idea  discussed— Opportunty  taught  in  early  age  and 
pounded  in  daily  by  Life,  Experience  ard  Existence. 


JANUARY  ie  the  month  of  real  advertising  opportunity. 
The  good  old  Dame  Opportunity  begins  a  gentle  knock 
on  the  business  door  the  day  after  Christmas — when  the 
>>ew  Year  resolutions  are  first  thought  of — and  then  about 
the  1st  she  calls  once  more  and  does  her  durndest  to  break 
down  the  door  with  her  loud  knocks. 

Thev  sav  she  only  knocks  once  at  any  man's  door.  In 
some  cases,  ves.  Some  business  men  old  enough  to  have 
their  eves  open — and  ears,  too — recognize  the  first  knock 
and  do  not  have  to  be  called  twice.  These  are  the  success- 
ful men — look  around  you  and  see.  Other  men  employ 
the  idea  of  "watchful  waiting"  and  pass  up  opportunity- 
till  her  knuckles  are  too  wrorn  to  knock  again.  You  don't 
have  to  hunt  for  these  men — they're  all  around  you.  too. 

Opportunity  now  reverts  to  the  druggist.  January  is  the 
month  of  real  advertising  opportunity  to  the  druggist  be- 
cause unless  the  druggist  is  capable  of  selling  certain  goods 
along  in  this  period  a  loss  devolves  that  is  apparent,  and 
opportunity  savs  sell  now  while  the  selling  is  good. 

January — mid-winter — goods  must  be  advertised  and  sold 
during  earlv  January.  Later  on  all  the  advertising  in  crea- 
tion won't  sell  winter  needs  because  they  have  no  needed 
value. 

So  the  vigilance  in  watching  January  opportunity  means 
not  forgetting  when  January  begins,  what  it  is  for,  how 
little  time  vou  have  to  work  in  and  what  January  requisites 
are  in  demand. 

Tact  in  advertising  lies  in  prompt  attention  to  the  oppor- 
tunty and  correct  analysis  of  the  public  and  its  wants.  Dar- 
ing is  unnecessary — prudence  is  inadvisable — common  sense 
method  and  work  are  requisite.  There  must  a  readiness. 
a  care,  and  a  willingness  expressed. 

Force  and  persistence  are  the  factors  upon  which  advertis- 
ing success  depends.  Without  force  advertising  lacks  ap- 
peal. Without  appeal  no  success  can  follow.  Without 
persistence  advertising  lacks  force — some  stories  need  to  be 
repeated  to  carry  their  points,  others  are  necessary  to  repeat 
to  tell  it  all. 

Now.  who  buys  winter  drug  store  goods?  Everybody. 
Every  age  in  both  sexes,  every  creed  and  station — every 
human  in  every  civilized  community.  Rich  people  and 
poor,  educated  or  not — they  all  buy  the  things  vou  sell.  If 
they  don't  meet  sickness  they  still  have  use  for  the  hundreds 
of  sundries,   toilets   and   luxuries.     Don't   thev? 

To  find  these  people  look  at  home  first.  There  thev  are, 
located  all  around  the  drug  store.  Take  the  drug  store  as 
a  centre,  draw  an  imaginary  circle  around  it  to  include  all 
that  part  of  the  vicinity  from  which  the  store  might  ordin- 
arily expect  to  draw  trade. 

Count  the  houses  within  the  circle.  How-  many  houses 
are  there?  There  is  your  trade — your  public — your  buy- 
ers, present  or  prospective. 

Really  the  trade  is  as  easy  to  locate  as  it  was  for  old 
Santa  to  find  the  chimneys  to  enter  with  his  pack  last  month. 
There  the  homes  are.  right  in  sight,  all  located  and  properly- 
labeled.     Inside  each  home  the  trade  is  born  and  fostered. 


Day  by  day.  night  by  night,  the  demand  is  created,  studied 
and  dreamed  of.  figured  and  planned — or.  of  course,  created 
spontaneously,  as  the  case  may  be. 

There's  the  trade — waiting,  ready,  eager  to  learn  of  the 
goods  thev  use,  of  fad.  fancy  and  utility,  of  novelty,  need 
and  economy.  Doors  wide  open  to  receive  printed  word 
description  and  appeal  of  advertising — waiting  for  '"pro- 
gress" to  come  after  the  trade  before  the  trade  decides  the 
dealer  possesses  no  progress — no  realization  of  opportunity 
— and  goes  elsewhere,  according  to  the  trend  of  its  own  in- 
clination. 

How  to  get  this  trade?  How  to  interest  it?  How  to 
appeal  to  it?How  to  CIXCH  it?  By  education  and  cultiva- 
tion. By  perseverance  in  advertising.  Bv  the  appeal  of 
sincerity  that  should  be  in  all  honest  advertising.  By  tact 
— or  daring — and  vigilance — by  accepting  opportunity's 
first  knock  and  making  the  first  and  most  friendly  response 
to  the  time  or  occasion  that  is  fit  or  convenient. 

The  goods  to  sell.  Anything  that  mav  have  a  close,  or 
even  remote,  connection  yyith  January — the  occasion — the 
requirements.  The  new  medicine  ideas,  unique,  unusual, 
sensational:  the  staple  items  of  daily  toilet  needs,  perfumes, 
soaps,  talcums  and  such  which  suggest  the  yearly  or  period- 
ical repletion  of  depleted  supplies:  hot  water  bottles,  toilet 
articles,  rubber  gloves,  and  outfit  of  emergency  needs  or 
medicinal  cabinet  outfit,  prescriptions. 

If  there  is  no  apparent  use  for  certain  simple  drug  store 
goods,  create  the  need.  Find  new  ways  to  describe  old  ideas 
instead  of  advertising  the  old  "John  Jones  sells  drugs"  idea 
— tell  why.  What  is  a  certain  thing  good  for,  used  for, 
needed  for? 

January    is    an    opportunity    devised,    created,    promoted 
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|  TOOMBS'  I 

SYRUP  OF  TAR 

1  AND  I 

COD  LIVER  OIL 

A  remedy  for  the  treatment  of     | 
|      Coughs,     Colds,     Chills    and    all 
|      Bronchial  troubles. 

Imperial  Drug  Store 

M.  W.  TOOMBS  &  CO. 


183  Oueen  St 


Phone   772 
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Seasonable    advertising    is    what    makes    for    sales. 
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especially  for  the  sale  of  a  limited  line  of  goods — winter 
needs.  January  is  an  occasion  during  a  short  period  when 
medicines  to  the  sick  are  as  necessary  as  food  to  the  hungry, 
and  must  surely  supersede  food  in  certain  times.  Toilet 
goods  are  as  compulsory  purchases  as  clothe* — one  demand- 
ed by  civilization  to  coyer  bodily  nakedness,  the  other  de- 
manded by  the  same  civilization  to  coyer  other  natural  short- 
coming-. 

People  always  have  sought  and  bought  things  to  keep 
them  well  and  ""clean"  in  winter,  and  they  will  continue  to 
do  so  long  past  the  day  when  we  dealers  have  left  the  old 
stand  and  have  laid  down  our  burdens. 

If  a  druggist  wont  sell  his  public  the  goods  they  want, 
then  it  is  the  druggist's  own  look  out — the  public  will  buy, 
and  they  don"t  care  a  personal  or  individual  hang  where 
they  buy. 

If  the  druggist  cares,  he  keeps  an  eye  peeled  for  the  ap- 
proach of  opportunity,  and  when  he  sees  her  coming  grabs 
a  piece  of  paper  and  pencil  and  begins  to  figure  how  he  will 
use  her. 

With  the  January  goods  which  a  drug  store  carries — mind, 
the  old  friendly  staples  as  well  as  the  "department  store 
offerings'" — there's  just  as  good  an  opportunity  to  do  a 
little  extra  business  for  one  dealer  as  there  is  for  another. 

The  best  of  it  is  the  ordinary  drug  store — that  sign,  sym- 
bol and  slogan  of  a  residential  district — knows  right  where 
the  trade  is.  how  it  exists,  how  and  what  it  wants  and  buys, 
and  how  it  can  be  told  what  the  drugr  <st  wants  it  to  buy 
from  him. 

In  the  cozy  homes — there's  the  trade — waiting  to  welcome 
the  help  that  honest  adyertising  gives  to  those  interested  in 
the  daily  needs  from  the  drug  store. 

The  druggist  who  makes  the  appeal  correctly,  earnestly, 
honestly,  sincerely  and  convincingly  sees  home  doors  open 
and  the  home  people  flocking  to  his  store  to  carry  out.  bv 
actual  purchase,  the  buying  plans  so  carefully  formulated 
by  themselves,  fostered  by  the  adyertising  during  the  days 
previous  to  the  actual  need. 
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I  PUT  A  THIN  CHILD  | 

ON 

I    Hughes  Emulsion 

of  Cod  Liver  Oil 

|       and  note  the   improvement.        The  child   gains   in 
|        weight,  strength  and   vitality. 

Hughes    Emulsion   is   the   most   efficient   agent  to       1 
|        build    up    boclily    strength,    renew    wasting    tissues, 
|        enrich  the  blood,  and  unequalled  in  healing  power       1 
|        in    treatment    of   chronic    coughs,    colds   and   bron- 
|        chilis. 

To    insure   your   children   against  spring   coughs 
|       and  colds — get  a  50c  or  $1.00  bottle  today. 

1   HUGHES  DRUG  CO.,  Ltd.   I 

THE  PEOPLE'S  DRUGGIST 

Charlettetown,  P.  E.  I. 

IfiniiiniiiiiiininiinintiinnnniiniiininiiinninnniiiininiininiiinniiinnnniiiniiiiniitininnnniiniHntinniinniniinnniinini^ 
This  Maritime  druggist  in  his  ads.  puts  a  suggestion  before  his  prospects. 


There  are  a  few  simple  methods — or  rules — to  warrant 
good  business  in  January  goods. 

The  stock.  Goods  or  articles,  with  some  definite  value  or 
purpose  or  some  positive  application.  Neat  display  to  be 
made — constituting  only  winter  goods — comprehensive,  sys- 
tematic, intelligent,  symmetrical.  Spread  out.  in  the  case 
of  small  stock,  so  the  store,  windows,  cases  inside  and  tops, 
may  suggest  nothing  but  the  winter  idea  and  atmosphere. 

Colorings  in  displays — red  of  the  setting  sun.  green  of 
the  trees,  and  white  of  the  snowrs. 

The  goods  arranged  in  attractive  groups  with  signs  sug- 
gesting their  use.  Explanatory  and  descriptive  showcards 
on  all  displays  to  allow  the  customer  to  see.  read  and  be 
convinced  without  the  embarrassment  some  feel  at  a  sales- 
man's attention. 

A  new  cleanness  and  brightness  about  the  store  and  its 
contents  and  its  people.  Brightness  and  newness  suggests 
its  own  great  power  in  appealing  to  clean  tastes.  Even  left 
overs  of  last  vear  can  be  sold  regularly  if  clean  and  bright 
and  pleasant  to  look  at.  But  fly  specks  on  an  article  cause 
people  to  wonder  if  it  really  was  new  last  July  or  twenty 
years  ago  last  Jul\ — they  know  it  isn't  very  fresh  this  Jan- 
uary, because  Hies  are  too  drowsy  in  the  winter  time  to  make 
deposits  on  goods. 

The  character  of  advertising  should  be  of  the  best.  Des- 
criptions of  medicines  should  be  honestly  made,  not  necess- 
arily lcngthv.  but  preferably  rather  terse  and  to  the  point: 
convincing  arguments  in  favor  of  purchases,  logical  reason? 
for  buying  at  a  certain  store,  and  the  price  made  so  as  to 
suggest  a  certain  degree  of  economy  in  the  particular  article 
advertised.     Create  a  need  and  a  desire. 

The  nature  of  the  adver:ising  should  best  appeal  to  the 
home  folk  right  in  their  homes — at  their  firesides — dressed 
in  such  manner  as  to  warrant  an  easy  entry  into  the  homes. 
Poor  paper  quality,  slipshod  printing,  lack  of  illustra- 
tions or  the  use  of  time-worn,  antiquated,  scratched,  cracked 
or  obsolete  illustrations  or  ""cuts"  will  ruin  the  appearand 
of  any  piece  of  adyertising.  and  without  "appearance"  no 
printed  sheet  can  have  appeal. 

So  dress  your  advertising  up  in  glad  rags.  Let  it  show 
the  brightness  and  color  that  so  readily  signifies  the  season. 
Do  this  in  such  a  way  as  to  positively  guarantee  your  printed 
word  the  acceptance  of  beholders.  Once  this  is  accomplish- 
ed the  re-t  is  not  so  hard,  because  any  piece  of  advertising 
that  is  bright  and  clean  and  pretty  enough  to  find  ready 
acceptance  in  the  homes  has  the  right  attributes  of  si» 
ful   advertising  because  it   will   be  read. 

Sometimes  it  is  easy  to  point  out  the  road  to  opportun- 
ity to  some  men — the  stop,  look  and  listen  till  they  get  to 
the  end  of  the  page,  then  deliberately  turn  the  page  over, 
hunt  out  the  war  news,  read  where  some  wireless  station 
closed  up  at  the  instance  of  the  government  and  say,  "'Oh. 
well,  business  is  going  to  Hong  Kong.  \^  hat's  the  use  in 
advertising  ?  ' ' 

To  such  men  optimistic  talks  are  mere  chatter  and  clatter. 
They  don't  understand — or  don't  want  to-  pi  wouldn't  any- 
way. To  those  men — dead  to  the  pounding  of  opportuni  y 
on  the  door  to  successful  winter  business — this  article  is  a 
lost  power. 

To  pessimists  I  say,  Good-bye,  I've  nothing  for  von. 
But  to  my  optimistii         ders  1  have  merely  told  yon  the 
stand.i' J  definition  of  opportunity — and  told  you  about  the 
new    advertising   that   show-  the   open   road  and  von  know 
the  way.     Go   to   it. 

But.  again,  whatever  you  do,  do  it  well.     Put  effort  and 
action  into  your  belief-.      Remember,  "saying"  isn't  every- 
thing.    Doing  i-  i he  big  word.     Even  sugar  won't  sweeten 
your  cup  of  tea  unless  you  stir  it  up,  you  know. 
Happy   New   Year! 
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ARE  CUT  FLOWERS  PROFITABLE? 

They  are  if  personal  interest  is  taken  in  them — Look  out  for  holiday  seasons- 
How  one  druggist  handles  the  line. 

By  William  J.  Richards 


CUT  flowers  comprise  a  line  featured  by  a  comparatively 
small  number  of  druggists.  The  reasons  for  this  are. 
first,  dealers  are  probablv  afraid  they  are  taking  too 
much  of  a  risk  and  will  have  to  stand  a  loss  instead  of  a 
gain  on  their  investment :  and.  secondly,  some  druggists  are 
just  a  little  too  ethical  and  think  that  handling  flowers  is 
stretching  the  point  too  far.  In  both  cases  I  say  such  reas- 
oning is  wrong. 

Handling  flowers  is  very  profitable  if  one  takes  enough 
personal  interest  in  them  and  is  willing  to  give  the  busi- 
ness the  proper  amount  of  attention.  I  will  say.  however, 
that  this  side-line  is  more  profitable  in  small  cities  and 
country  towns  than  in  the  larger  cities. 

I  formerly  had  charge  of  a  drug  store  in  a  small  city,  so  I 
am  writing  more  with  such  circumstances  in  mind. 

In  saving  "cut  flowers"'  I  mean  all  fresh  flowers,  such  as 
the  cut  flowers,  potted  plants,  wedding  bouquets  and  fun- 
eral design-. 

By  giving  a  little  attention  to  the  proposition  a  druggist 
can  easily  make  a  deal  with  a  good  floris!  or  owner  of  a 
greenhouse  in  his  own  town  or  a  near-by  city.  The  choos- 
ing of  the  firm  which  you  are  to  do  business  with  is  a  very 
important  matter.  It  is  but  the  part  of  wisdom  to  become 
connected  with  the  firm  that  can  supplv  you  with  the  best 
and  freshest  flowers  at  the  lowest  prices.  Of  course  the  dis- 
tance is  a  large  factor,  so  you  are  much  more  fortunate  if 
vou  can  make  arrangements  with  a  florist  in  vour  own  town 
or  in  i  town  very  near.  W  e  found  it  advisable  to  give  our 
local  man  the  small  hurry-up  orders,  and  our  big  orders  to 
a  larger  firm  about  fifty  miles  distant. 

During  the  winter  we  had  some  cut  flowers  in  stock  a 
large  part  of  the  time:  most  particularly  towards  the  end  of 
the  week.  and.  of  course,  around  the  different  holidays,  and 
when  there  was  any  special  celebration  in  the  town.  Such 
holidays  as  Thanksgiving.  Christmas.  New  Year's  and  Easter 
we  did  a  good  business.  Flowers  also  make  suitable  valen- 
tine gifts.  On  St.  Patrick's  Day  we  sold  a  large  number 
of  green  carnations  at  $1.00  a  dozen  or  10c  each,  and  on 
Mothers"  Day  we  -old  all  the  red  and  white  carnations  we 
could  buy.  Our  stock,  except  on  special  occasions,  con- 
sisted of  carnations  and  roses. 

When  wo  bought  outright  and  in  large  quantities  we 
bought  much  cheaper  and  made  more  profit  than  when  we 
had  a  few  come  out  as  a  special  order  for  a  customer.  In 
buying  carnations  we  paid  as  low   as  S2.00  per  hundred. 

However,  whether  taken  from  stock  or  ordered  special,  we 
made  it  a  point  to  charge  the  customer  the  same,  even  though* 
in  the  former  case  we  only  made  25  per  cent  profit,  gross. 
This  was  our  arrangement  with  the  florist  on  special  orders. 
In  all  cases  we  sold  al  the  same  prices  that  any  florist  w  ml.l 
charge,  except  when  we  had  too  many  on  hand  and  were 
apt  to  be  stuck. 

In  these  cases  we  -old  il<em  for  much  less 

Now  around  the  holidays  cut  flowers  <■>-!  much  more  and 
are  hard  to  get.  This  is  so  also  on  Mothers'  Day.  We  took 
orders  far  in  advance  on  these  occasion-  and  entered  our 
needs  with  the  florist-  as  si  on  as  possible. 


So  much  for  cut  flowers:  now  as  to  our  most  profitable 
end  of  the  flower  business.  1  mean  funeral  designs. 

No  financial  risk  and  no  capital  required.  And  just  let 
me  state  that  it  is  largely  because  we  were  headquarters  for 
cut  flowers  that  we  received  these  orders  for  funeral  designs. 

We  had  on  hand  catalogues  put  out  by  the  different  flor- 
ists, showing  cuts,  sizes  and  retail  prices  of  the  different 
pieces.  We  made  on  these  orders  25  per  cent  commission. 
All  the  transaction  cost  us  was  our  advertising,  the  telephone 
or  telegraph  charges,  and  the  express  charges.  This  is  one 
end  of  the  business  which  must  be  done  in  a  hurry,  for  the 
funeral  cannot  wait  for  the  flowers. 

In  advertising  this  business  we  had  slides  in  the  picture 
theaters  setting  forth  the  fact  that  we  took  orders  for  fun- 
eral designs  and  wedding  bouquets,  and  had  a  sign  in  one 
of  the  windows  and  one  in  the  store.  Then,  very  often,  once 
a  week  we  had  a  small  advertisement  in  the  local  newspaper. 

In  this  way  nearly  eserv  one  in  town  was  aware  of  the 
fact  that  we  could  accommodate  them  in  their  hour  of  mis- 
fortune, or.  if  it  happened  to  be  a  wedding,  their  hour  of 
joy. 

The  important  step  in  obtaining  this  business  was  form- 
ing acquaintances  and  making  friends  with  the  officers  of  the 
different  lodges,  churches,  and  clubs,  who  had  charge  of 
the  buying  of  emblems  for  their  deceased  members.  Then, 
besides,  I  belonged  to  most  everything  going  and  that  helped 
a  lot.  I  also  became  a  friend  of  the  undertakers,  doing 
them  whatever  favors  I  could.  However.  I  found  this  the 
hardest,  as  some  of  them  had  friends  among  the  florists, 
who  also  gave  them  a  commission.  So  often  I  had  to  get 
out  and  approach  the  people  themselves  in  these  cases,  as 
the  family  is  sometimes  apt  to  leave  it  all  to  the  undertaker. 

Now  don't  think  that  it  is  a  wise  plan  to  pester  the  folks. 
trying  to  sell  them  flowers,  when  they  are  suffering  from 
their  bereavement.  Quite  the  contrary.  I  depended  to  .i 
large  extent  upon  my  former  advertising  and  upon  general 
circumstances.  In  main  cases  I  knew  the  people  person- 
ally, and  it  was  really  my  duty  to  offer  my  sympathy. 

I  have  had  funerals  when  the  amount  of  the  flower  order 

-    51  0.00.     I    have   sold    a   single   piece    amounting    to 
165.00.      My  gross  profit  on  an  order  of  $100.00  was  $25.00. 
Among    those   who    ordered    were    lodges,   clubs,    chui 
school-,  city  officials,   friends,  members  of  the  family   and, 
on  many  occasion-,  a  small  emblem  donated  bv  myself. 

The  third  division  of  the  flower  line  is  the  potted  pi. 
we  had   these   mostly   around   the  different    holidays   during 
the  winter  and  spring.     At   such   times  we  had  the  B   - 
and   maiden-hair   ferns,   azaleas,   poinsettias,   narcissus,    jon- 
quils, prii  ry-antlit  mums.  and.  of  course,  a;  caster 
the  Easter  lil!     - 

The  retail   prices  of  the  lilies   ranged   from    75   cot 
$2.50  a  pot:  we  charged  at  the  rate  of  25c  a  flower  or  bud. 
The  other  plants  we  sold  al  from  50  cents  up 

The'    greenhouses    sent    out    prices    ahead    of    time 
month,  so  we  took  order-   in  advance.     In  th  and 

before  Decoration   0a\    we  bought  a  larse  number  oi  the 
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smaller  house  planls  which  could  be  transplanted.  On  our 
potted  plants  we  made  about  40  per  cent  profit. 

Just  a  word  in  regard  to  the  care  of  flowers.  Keep  them 
all  in  a  cool,  dark  place.  See  that  the  cut  flowers  have 
plenty  of  fresh,  water,  and  if  you  have  them  on  hand  very 
long  break  off  a  small  portion  of  the  stem  each  day.  They 
will  then  take  up  the  water  better.  Water  the  potted  plants 
each  day  and  break  off  dead  leaves. 

See  that  you  receive  plenty  of  the  cut  ferns  from  the 
greenhouse  so  that  you  can  place  them  among  the  flowers 
when  you  put  them  out.  This  makes  a  big  difference  in 
the  appearance  of  the  bouquet.  Also  have  on  hand  the 
green  tissue  paper  that  florists  use.  and  the  cheap  cardboard 
boxes  to  put  the  flowers  in.  With  floral  designs  it  is  well  to 
sprinkle  a  little  water  on  them  when  thev  are  received. 

In  conclusion  I  will  sa\  that  handling  flowers  can  be 
made  a  very  profitable  line  for  a  druggist.  The  one  very 
essential  point  is  to  get  the  goods  on  time  and  not  disap- 
point your  customers — even  if  you  lose  money  on  the  trans- 


action. Do  not  promise  an  order  if  there  is  anv  doubt  of 
your  ability  to  deliver  the  goods.  Nobody  is  going  to  have 
much  confidence  in  a  store  that  falls  down  in  that  respect 
and  general  business  will  be  lost. 
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HOW'S  BUSINESS  TOMORROW? 

No)  how's  business  today?  but,  how's  business  tomorrow? 
— is  reallv  the  important  question.  It  is  true  that  we  try  to 
make  present  conditions  good  and  rejoice  when  we  succeed, 
but  we  should,  all  of  us.  be  working  today  with  our  eyes  on 
tomorrow7. 

In  any  business  there  are  three  sale  makers — price,  ser- 
vice and  quality.  And  the  least  of  these  is  price.  Build 
your  business  future  on  quality  and  service.  Of  course  the 
price  must  be  consistent,  within  reach.  But  for  every  bar- 
sain  hound  there  are  a  hundred  shrewd  buyers  for  whom 
the  flavor  of  good  quality  lingers  long  after  the  price  has 
been  forgotten. 
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An  Alphabet  For  The  Druggist 

A  dvertise  constantly   and   truthfully. 

B  elieve  in  myself  and  in  my  business. 

C  oncentrate    my    talents    and    my    assets  toward  one  goal — success. 

D  evote  my  time  and  my  energy  to  improving  my  business. 

E  ndeavor  to  inculcate  loyalty  in   my  employes. 

F  ulfill  promptly  the  promises  I  make. 

G  ive  my  best  efforts  every  day. 

H  ave  respect  for  others;  conduct  myself  so  that  others  respect  me. 

I  nvent    new    methods    of    merchandising  before   present    ones  are  antiquated. 

J  oin  hands  with  fellow  merchants  in  mak:ng  my  town  a  better  town. 

K  eep  my  window  displays  fresh  in  appearance  and  strong  in  appeal. 

L  earn  what  my  customers  want  and  keep   it  in  stock. 

M  ake  at  least  one  new-  friend  every  day. 

N  ote   the  progress   of   other   merchants;   equal  or  exceed  it. 

0  verlook  nothing  that  honorably  promotes   the  welfare  of  my  business. 

P  repare  for  adversity — but  forestall  it. 

Q  ualify   myself   to   supervise  the   larger  business    I    am    building. 

R  ight  the  mistakes  I  make:  make  none. 

S  ubscribe  to  trade  journals:   read  them. 

Tackle    my   biggest   problems    with    confidence. 

Utter  nothing  derogatory  to  fellow^  merchants:   the  golden  rule  still  exist-. 

\  alue  my  self-respect  more  than  the  adulation  of  others. 

Vi  ork  with  a  view  to  serving  the  community  as  well  as  mvself. 

N  anthippe   lost   her    temper:    I    control    mine. 

"i  ield  only  when  wrong,  then  yield  gracefully 

lously   suard  the   interests  of  mv  customers   from   January   1    to   December  31. 
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TWO  CRITICS'  VIEWS  OF  WINDOW 

DISPLAYS 

How  one  druggist  displayed  his  soaps  and  toilet  goods — 
Completing  the  window  display. 


A  WINDOW  TRIM  OF  BATHROOM  NECESSITIES 
By  Russell  Wilmot 

A  WIN  DOW  has  come  to  my  notice,  that  was  trimmed  in 
so  unusual  a  way  that  it  attracted  attention:   it  also 
cold  goods,  which,  of  course,  proved  its  commercial 
value. 

The  trimming  of  this  window  was  a  simple  enough  matter. 
Any  one  could  make  the  display  and  adapt  it  to  any  window 
of  fair  size. 

A  double  roll  of  glazed  tile,  bath  room  wall  paper  was 
secured  in  white,  outlined  in  blue  blocks.  The  window 
floor  was  covered  with  this  paper  so  as  to  imitate  a  tile 
floor,  and  the  two  ends  and  window  back  were  covered  with 
the  same,  up  to  a  height  of  five  feet. 

The  clever  trimmer  had  then  taken  verv  thin,  plain  boards, 
five  inches  wide  and  five  feet  high,  painted  them  a  clear. 
clean  light  blue,  an  darranged  them  as  panels  on  the  three 
walls.  The  entire  wall  space  was  finished  at  the  top  by  a 
broad  blue  band,  two  feet  deep,  which  was  made  from  a 
remnant  of  wall  paper  border.  The  blues  all  harmonized 
and  between  wall  and  blue  border  there  was  a  narrow  white 
moulding. 

Next,  a  fine  porcelain  bath  tub.  pedestal  hand  bowl,  and 
a  couple  of  handsome  glass  shelves  and  other  suitable  fix- 
tures were  borrowed  from  the  plumber  who  regularlv  did 
the  store's  work,  and  properlv  placed  in  the  window. 

Fine,  heavv  Turkish  towels,  and  daintv.  sanitarv  wash 
cloths  were  hung  in  place,  and  clean,  new  willow  baskets 
of  sponges  and  soaps  arranged  in  the  window  so  as  to  tip 
slightlv  toward  the  front. 

Over  the  edge  of  the  tub  were  hung  bath  spravs.  flesh 
brushes,  more  sponges  fastened  on  strings  so  as  to  balance 
over  the  edge  of  the  tub.  bathing  caps.  etc..  etc. 

Near  the  front  of  the  window  bath  powders,  perfumes, 
toilet  waters,  shampoos,  tooth  washes  and  powders,  were 
placed  as  a  border,  the  whole  being  artistically  arranged: 
and  in  the  background  at  one  side  stood  a  life-size  figure  of 
a  nurse  with  a  bottle  of  liquid  soap  in  her  hands. 

Upon  the  blue  board  paneling,  tooth  brushes  were  slipped 
into  tape  loops  tacked  so  that  the  brushes  hung  slightlv 
outward. 

The  window,  as  already  noted,  attracted  much  attention 
and  increased  sales  of  the  goods,  the  need  of  which  evidently 
in  home  bath  rooms  was  suggested.  These  same  goods,  dis- 
played the  year  before  in  ordinary  arrangement  on  shelve- 
and  covered  boxes,  had  not  caused  even  a  ripple.  The  real 
bath  room  fixtures  proved  the  setting  needed  to  sell  them. 


INCOMPLETE  WINDOW  DISPLAY 
By  W.  E.  P. 

WHAT  would  the  customer  think  of  a  well  stocked 
store,  with  handsome  fixtures,  well  lighted  and  in 
every  way  attractive,  if.  on  entering,  he  found  it 
entirely  destitute  of  salesmen?  Everything  there  except  the 
chief  essential — the  one  item  necessary  to  sell  the  goods? 


Pretty  much  the  same  is  a  handsomely  trimmed  window 
or  silent  salesman  display  without  show  cards  to  inform 
the  prospective  customer  regarding  the  goods. 

Of  course,  there  are  goods  which  speak  for  themselves, 
ot  a  certain  extent.  A  passer-by  who  sees  tomatoes  in  a 
grocery  window,  for  instance,  feel  certain,  without  being 
told,  that  they  are  for  table  purposes.  But  even  then  the 
passer-by  will  be  interested  to  know  how  much  the  grocer 
wants  for  them.  In  the  drug  store.the  goods  are  not  always 
so  obvious  in  purpose:  and  for  that  reason  it  is  good  policy 
to  use  show  cards  liberally  in  connection  with  all  displays. 

As  a  matter  of  fact,  a  well-lettered  show  card  of  en  serves 
to  attract  attention  to  a  window  display  which  would  other- 
wise be  inconspicuous.  This  is  particularly  the  case  where 
the  goods  shown  are  small.  Even  the  most  carefully  de- 
signed display  is  helped  and  its  effect  enhanced  bv  the  use 
of  cards  which  emphasize  the  most  effective  selling  points 
of  the  goods.  The  main  selling  points — the  points  which 
appeal  most  strongly  to  the  customer — should  be  driven 
home  to  him  in  these  cards. 

Prices  are  essential.  The  price  card  answers  at  the  very 
beginning  the  one  question  which  every  customer  is  sure  to 
ask.  There  are  merchants  who  shrink  from  giving  prices  in 
their  windows  on  the  plea  that  customers  mav  be  driven 
away  by  the  high  price  of  a  quality  article:  whereas,  if  the 
unpriced  display  drew  the  customer  inside  the  store,  the 
merchant  could  urge  the  quality  strongly  before  even  stat- 
ing the  price.  But  actual  experience  shows  that  such  in- 
stances are  relatively  rare:  and  it  is  always  easy  for  the 
man  in  charge  of  the  display  to  balance  the  quality  bv  good. 
strong  quality  talk  in  the  accompanying  cards. 

The  art  of  card-writing  is  something  that  every  clerk 
should  learn.  Many  clerks,  and.  for  that  matter,  pro- 
prietors, are  deterred  from  using  cards  as  they  should  by 
their  inability  to  design  and  contrive  anything  elaborate. 
As  a  matter  of  fact,  the  elaborate  card  is  often  the  least 
effective.  A  perfectly  good  and  perfectly  sufficient  show 
card  can  be  produced  by  the  use  of  an  old  piece  of  card- 
board, a  fine  brush  and  a  bottle  of  colored  or  plain  black 
ink.  The  only  other  essential  to  produce  the  best  results 
is  a  certain  amount  of  deftness  which  comes  only  with  reg- 
ular practice.  The  plainer  and  less  ornamental  the  letter- 
ing, the  better  the  effect. 

Good  results  are  realized  by  the  use  of  various  colored 
inks:  though  in  any  one  display  the  color  scheme  of  the 
raids  should  be  uniform.  Thus,  white  cards  with  blue 
lettering  mav  be  used:  or  white  cards  with  blue  lettering 
and  red  price  quotations:  but  it  is  inadvisable  to  use  - 
cards  with  red  lettering  and  others  with  blue  lettering  in  the 
same  display.  Color  harmony  mav  influence  people  who 
have  not  the  remotest  notion  of  what  a  good  color  scheme  is. 

The  clerk   who   wants  to   get   ahead,   and  the  propr 
who   is   anxious   to   do   a  better  business,  should   use    - 
cards  to  properly  round  out  the  window  and  show     ,is-»  dis- 
plays which  would  otherwise  be  incomplete  and  fall   - 
of  their  fullest  possibilities. 
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Maritime  Druggist  Makes 
Big  Fountain  Business 

By   Wm.  J.  McNulty 
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FOR  more  than  sixty  years,  the  name  of  William  Hawker 
has  been  synonymous  in  New  Brunswick  with  good 
drugs.  He  compiled  many  home-made  remedies  which 
have  been  sold  generally  through  the  Maritime  Provinces. 
The  original  Hawker  store  on  Prince  William  street  in  St. 
John  is  in  the  heart  of  the  banking,  brokerage,  insurance 
and  office  section  of  the  leading  city  of  New  Brunswick. 

The  Hawker  store  was  one  of  the  firsl  in  New  Brunswick 
to  install  a  soda  fountain.  And  it  was  the  only  drug  store 
to  install  tables  for  the  serving  of  ice  cream  dainties.  Now 
it  has  changed  one  section  of  the  store,  and  has  installed 
more  table,  in  a  private  room,  catering  particularly  to 
ladies. 

The  entire  northern  side  of  the  large  store  from  the  front 
to  the  rear  is  devoted  to  the  sale  of  soft  drinks  and  ice  cream. 
In  the  cold  weather  the  Hawker  ice  cream  and  soft  drink  de- 
partment is  far  from  inactive.  This  store  has  a  demand  for 
•these  delicacies  all  through  the  twelve  months  of  the  year. 
It  was  the  first  drug  .store  in  St.  John  to  sell  hot  drinks  at 
the  soda  fountain,  and  its  trade  in  this  category  has  grown 
steadily. 

(  ntil  recently,  Mr.  Hawker  employed  only  masculine 
help  in  the  store,  in  both  drugs  and  refreshment  depart- 
ments. Recently,  he  started  employing  young  women  for 
the  soda  fountain  and  for  the  ice  cream  section.  He  has 
fourid  that  young  women  arc  preferred  in  serving  ice  cream. 
At  the  soda  fountain,  a  man  is  preferable  it  is  true  but  this 
does  not  apply  to  the  section  with  the  tables. 

Although.  Mr.  Hawker  is  one  of  the  old  school  of  drug- 
gists who  compiled  remedies  for  differen:  ills  and  bottled 
and  sold  these  concoctions,  he  has  no!  been  blind  to  the 
advantages  of  keeping  up  with  the  trend  of  the  times.  1!.- 
ently,  he  took  into  partnership  with  him  one  of  bis  sons, 
Samuel  Hawker,  who  for  many  years  maintained  a  drug 
store  at  the  corner  of  Mill  and  Main  .streets  and  at  the  junc- 
tion with  Paradise  Row.  Ibis  does  not  mean  that  William 
Hawker  is  to  relinquish  active  interest  in  his  business  for 
lie  mil  be  active  in  the  Hawker  store  until  his  death."  He 
is  yet  hale  and  heart  v.  and  holds  his  years  well. 


soft  soap  by  following  the  directions  given  on  a  can  of  con- 
centrated lye. 

Care  in  buving  and  conserving  materials  will  lead  to  soda 
fountain  economies.  Purchases  of  milk  should  be  calculat- 
ed so  that  nothing  is  left  to  spoil  at  the  end  of  the  day. 
and  portions  of  syrup  should  be  calculated  to  prevent  serv- 
ing of  too  large  quantities,  as  the  proper  proportion  make* 
the  most  delicious  drink. 


ECONOMIES  AT  THE  FOUNTAIN 

ONE  cent  a  day  wasted  bj  every  soda-fountain  employes 
m  ''  ss  ol  $5000  a  day,  says  the 

untain.     Soda  fountain  men  can  save  by  pre- 
ip  of  syrup  from  fan.  .  h  tl   perish- 

able soda  ingredients  do  no!  spoil,  and  using  care  in  other 
directions. 

Soda  fountains  now   servi    many  articles  of  I !  as  well 

as  drinks.     The  use  of  cookii ils  and  buttei    substitutes 

id  of  buttei   and  bird. 

f'ne  use  of  loaf  sugar  instead  of  granulal  nrnend 

ed  when-  patrons  help  themselves,  as  in 

because  there  is  no  waste  by  spilling  or  wetting.'    Where 

1    hui'l    ;-   served    al    soda    fountain.5,    on   the   conti 
powdered  sugai  is  best,  as  it  dissolves  immediately. 

Waste    fat    skimmed    from    soups    and    boiled    meat    and 
trimmed  from  ham  and  bacon  rinds  can  be  made  into  good 


RENT-PAYING   SHOW   WINDOWS 

A  retail  druggist  can.  and  of  course  should,  make  his 
show  windows  pay  the  rent  of  the  entire  store.  This  is 
being  done  bv  some,  and  such  a  condition  can  be  realized 
by  many  others.  This  article  outlines  the  method  followed 
l.\    one  retail    druggist. 

Mr.  A.,  a  prominent  and  prosperous  druggist,  has  two 
front  windows  of  average  dimensions.  He  uses  one  for  the 
display  of  general  merchandise,  while  the  other  window  is 
used  exclusively  to  show-  specials. 

The  window  for  specials  is  his  particular  hobby.  Here 
is  bow  he  dressed  a  recent  window  that  alone  paid  the  rent 
of  the  store  while  it  was  on  view. 

Mr.  A.  is  only  fairly  handv  with  tools.  First  of  all.  he 
built  a  picket  fence,  painted  white,  for  use  in  the  window 
as  a  background.  In  the  center  of  the  fence  was  a  gate 
with  a  letter  box  on  the  gate  post.  The  general  appearance 
of  this  miniature  fence  was  as  nearly  as  possible  that  of  the 
ordinary  fence  found  along  the  country  roadside. 

On  the  floor  of  the  window  Mr.  A.  alternated  according 
to  the  season,  an  imitation  of  grass  or  snow  or  perhaps  a 
gravel  walk  with  a  rough  stone  border  leading  to  the  gate. 
This  brought  out  a  rustic  appearance. 

Sometimes  the  entire  floor  of  the  window  was  covered 
with  earth,  and  dry  sprigs  weTe  shown  in  the  winter,  or 
'growing  small  plants  in  the  summer.  At  the  proper  season 
he  used  flowering  plants,  and  particularly  attractive  are 
plants  with  berries.  Sometimes  he  sprouted  corn  or  wheat 
or  potatoes. 

The  public  was  always  curious  to  see  how-  the  window 
would  apepar  in  its  next  dressing.  The  design  was  always 
unique  and  generally  out  of  the  ordinarv. 

The  Milk   in   the  Cocoanut 

\ow  we  come  tn  the  milk  in  the  cocoanut,  as  far  as  sales 
and  profits  are  concerned.  The  fence  in  the  background 
had  the  appearance  of  being  rented  for  billboard  purposes. 
The  billboard  company  at  regular  intervals  displayed  a  ne.il 
sign,  advertising  some  merchandise. 

The  billboard  was  so  arranged  that  a  cardboard  sign 
could  be  inserted  from  the  top.  Mr.  A.'s  daughter,  who  had 
become  quite  proficient  in  sign  writing,  furnished  the  card-. 
thus  reducing  the  usual  cost  of  sign-. 

\~  a  rule  Mr.  A.  displays  and  advertises  only  one  article 
at  a  time.  In  showing  an  article  he  makes  use  of  a  wheel- 
barrow, a  bucket,  a  barrel,  a  tub.  or  even  a  coal  -knt'le.  as 
a  container. 

\i   live  time  of  writing   there  is  an  attractively  arran 
-lock  of  cough  drop,  in  cartons  on  display.      The  billboard 
on  the  fence  reads: 

Don't    Cough    When    You    can    Laugh; 

Ten  Cents  a  Smile  as  Pong  as  a  Mile. 
\e\!  week  the  druggist  max  display  olive  oil.  moth  balls, 
.ir  straw-hat  dye.  Whatever  is  shown  will  be  presented 
in  a  neat  and  attractive  manner.  It  will  be  sure  to  gel  the 
nickels,  dimes,  quarters,  or  half  dollars,  as  the  nature  of  the 
goods  may  determine.  The  trade  simply  cannot  p;.ss  the 
»  indow  u  iih  >ut  being  attracted. 
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Nineteen  Twenty-three     What  plans  have  you  made  foi 

1923?  Have  you  looked  over 
your  store  carefully  and  considered  in  what  ways  you  can 
improve  its  appearance,  its  arrangement,  its  equipment, 
planning  just  what  you  will  do  as  "soon  as  you  can  and 
what  you  will  do  next? 

Have  you  studied  the  figures  of  vour  business  for  the 
past  year  and  considered  in  what  ways  you  have  allowed 
expenses  to  run  too  high,  and  in  what  ways  you  have  not 
spent  enough?  Have  vou  lopped  off  some  of  the  expense 
appropriations  that  belong  in  the  business  development 
class,  thereby  curtailing  vour  appeal  for  customers  and  re- 
ducing the  business  and  the  profits  more  than  vou  reduced 
the  expenses? 

Unless  vou  make  each  year  a  better  one  than  the  previous. 
at  least  in  the  matter  of  efficient  administraion  of  your 
business,  vou  may  be  sure  you  are  going  down  hill  and 
will  probably  end  at  the  bottom. 

Now  is  the  time  to  have  a  heart  to  heart  talk  with  your- 
self and  to  go  over  in  your  own  mind  all  the  possibilities  of 
the  new  year  and  all  the  mistakes  of  the  old  year. 

Make  1923   a  year  of  progres  in  efficiency,   in   sales,   in 

profits. 

*     *     * 

Planning  for  Well,  the  holidays  are  over.  There's  been 
The  Future  a  little  lull  in  business,  immediately  fol- 
lowing the  Christmas  rush,  which  we  all 
welcomed  as  it  gave  us  time  to  enjoy  a  much  needed  rest, 
to  figure  up  our  profits  on  holiday  sales  and  to  gather  up 
the  looise  ends  in  various  departments  that  had  to  be  neglect- 
ed and  overlooked  for  the  more  Important  business  of 
Christmas.  Things  won't  be  entirelv  ""-hip-shape"  and 
running  in  the  old  grooves  until  our  inventories  are  complet- 
ed and  we  are  finallv  a&  leisure  to  turn  our  thoughts  and  oui 
efforts  to  plans  for  increased  business  for  the  New  ^  ear. 

Bu!.  do  Ave  want  our  business  to  shape  i'self  in  the  old 
channel- — are  we  once  more  going  to  employ  the  same  worn 
out  methods.  Isn't  that  what  has  been  the  trouble  with  us 
these  man',  years:  why  we  have  not  been  more  progressive 
and  more  successful?  Isn't  it  time  we  did  something  new 
and  original,  something  that  will  not  only  startle  our  trade 
but  will  also  arouse  ourselves  and  our  business 
not  necessarilv  greater  efforts,  but  to  efforts  along  new 
lines?      Can't   we  think   of  some  novel   adVei  lans? 

Can't  we  offer  some  new  inducement  to  our       -  -  that 

our  competitor  has  not  thought  of — can't  we  do  something 
to  distinsuish  our  store  from  all  the  others  in  our  vicinity? 


Winning 

Nek  Customers 


numbei 


If  old,   steady  customers   ,-re  the  back- 
bone of  the  drug   store,  the  druggist   is 
none   the   less   anxious   to   add    to   their 
Every  casual  customer  converted  into  a  permanent 


patron  represents  an  asset  to  the  business:  a  source  of 
future  revenue  the  amount  of  which  can  in  many  instances 
be  estimated  at  so  much  per  month  or  per  year.  If  casual 
customers  help  to  swell  the  aggregate  receipts,  it  is  none 
the  less  the  regulars  who  make  the  business  a  fair  certainty, 
and  relieve  the  druggist  of  a  lot  of  anxiety  as  to  how  this 
vear  or  the  year  after  is  going  to  pan  out. 

The  wideawake  druggist  p  business  is  to  convert  the  cas- 
ual purchaser  into  a  steady  customer,  wherever  possible. 

Christmas  brought  many  casual  customers.  People  who 
normally  bought  regularly  from  their  favorite  dealers  found 
it  necessarv  to  shop  about,  in  order  to  secure  just  the  articles 
they  were  after.  A  good  many  of  them  came  to  the  drug 
store.  The  druggist's  primary  objective  was  to  get  their 
immediate  business:  but  at  the  same  time  he  should  have 
done  a  great  deal  toward  getting  a  line  on  them  with  a 
view    to  securing  their  future  patronage. 

First    impressions   are    often    lasting.        The    impression 

which  the  new  customer  secures  on  his  first  experience  in 

vour  store  is  apt  to  determine  whether  or  not  he  will  deal 

with   vou  again. 

#     #     * 


Improvements  Important 
This  Year 


The   better   the   store    I 
the  more  business  it  will  do. 
Once  in  a  while  vou  find  an 
old-fashioned  looking  store  doing  a  good  business,  but  it  is 
in  spite  of  its  appearance,  not  on  account  of  it.     The  busi- 
ness would  be  larger  if  the  store  looked  better. 

The  question  every  RETAIL  DRUGGIST  reader  ought  to  be 
asking  himself  now  is.  "How  can  I  make  my  store  look 
more  attractive  next  vear?"  Business  is  coming  on  in  good 
volume  and  it  will  have  all  the  trade  he  can  handle,  if  he 
is  energetic  in  going  after  it.  The  stores  that  absorb  the 
increase  in  business  this  fall  as  it  comes  along  will  be 
those  which  are  most  attractive. 

The  attractive  stores  draw  in  more  people.  They  exert 
a  constant  influence  upon  the  customers  of  other  and  less 
attractive  .-'■res.  leading  them  to  notice  the  better  lo 

its  window  displays,  and  to  enter  it  and  see  what 
is  like,  finallv  to  return  there  again  and 
-  itisfving    appearance    and    the    - 

ou    kn  >w.    usualh    does    match    the 
- 

The  service  matches  the  store  because  in  the  shabfn 

>od   service,   bush    --    - 
improves  and  mak  ssible  for  the  -  improve 

and  the  grocer  who  is  of  the  type  inclined  to  give 
good   -  -         the  type  to  want  to   make  hi-    - 

attracth  in  as  soon  as  he  can. 


P.   I.  Christie  has  opened  a  dn  -   - 

Roy   C.  McCandli    -  -       W.  W.  Pole's  branch 

drug  store  at  Sarnia,   Ont. 
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Business  Coming  of  Age 


By  Dr.  Frank  Crane. 


BUSINESS  is  coming  ot  age. 
That  is,  it  has  about  done  standing  around  like  an  overgrown  boy  and  apolo- 
gizing for  its  existence. 

It  has  been  snubbed,  sneered  at,  and  given  the  haughty  o-o  for  several  thousand 
years.  , 

All  this  time  it  has  been,  as  it  were,  in  its  chrysalis.  It  is  now  coming  out  and 
finding  its  wings. 

In  plain  English  it  means  that  the  business  man  everywhere  in  the  world  is  real- 
izing the  importance  of  his  calling,  is  quietly  assuming  that  dignity  which  is  his 
due,  and  is  about  through  with  kowtowing  and  apologizing  for  being  alive  before 
that  bunch  of  idlers  we  call  Society,  or  that  other  ancient  and  honorable  bunch  we 
call  Nobility. 

More  young  men  are  planning  to  enter  a  business  career  in  this  morning  of  the 
twentieth  century  than  in  any  previous  period  of  the  world's  history.  More  young 
men  are  looking  forward  to  becoming  merchants,  railway  managers,  mining  engin- 
eers and  manufacturers  of  the  things  humanity  needs,  than  the  number  of  those  con- 
templating what  has  been  known  as  the  more  gentlemanly  professions. 

And  what  is  more  significant,  the  girls  are  manifesting  a  decided  preference  for 
the  young  fellows  in  business  over  the  young  professionals. 

This  is  really  a  profound  change.  Time  was,  and  not  so  very  long  ago  either, 
that  there  was  very  little  difference  socially  speaking  between  a  merchant  and  a 
beggar,  between  the  man  that  sold  dry  goods  in  the  shop  and  the  huckster  that 
peddled  knickknacks  from  a  cart. 

They  were  all  classified  as  being  "in  trade."  Duchesses,  milords  and  miladies 
looked  on  them  as  a  sort  of  a  lower  order  of  creation. 

Education  was  not  for  them,  and  schools,  especially  universities,  made  no  pro- 
vision for  their  training.  All  the  young  fellow  could  learn  at  school  was  to  be  a 
gentleman  idler,  or  one  of  the  four  professionals  whose  business  it  is  to  wait  on 
gentlemen  idlers,  a  lawyer  to  look  after  his  property,  a  teacher  to  instruct  his  child- 
ren, a  doctor  to  physic  him,  and  a  preacher  to  save  his  soul. 

That  sort  of  thing  is  changing.  We  are  realizing  that  a  broad  basis  of  general 
culture  is  as  necessary  for  a  wholesale  hardware  merchant  or  a  manufacturer  of 
steam  fittings  as  it  is  for  a  man  whose  chief  business  is  to  play  golf  by  day  and 
gamble  by  night. 

The  reason  of  this  is  that  this  is  the  age  of  democracy. 

Democracy  is  the  bis.  new  fact  of  the  world  and  is  rapidly  bowling  over  all  of 
the  bunk  that  heretofore  has  imposed  on  mankind. 

And  the  firstborn  man  child  of  Democracy  i«  Business. 

It  is  the  business  man  who.  other  things  being  equal,  has  the  soundest  notions  of 

justice  because  justice  is  the  basis  of  all  his  operations,  and  the  clearest  notions  of 

morality  because  in  his  hands  mornlitv  is  intensely  practical,   and  make*  the  best 

citizen  and  voter  because  government,  after  all.  i«  nothing  but  a  matter  of  business. 

Business  is  coming  of  age. 

Copyright,  1922,    By  Dr.  Frank  Crane. 
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WHY  PHONOGRAPHS  and  RECORDS 
ARE  BIG  SELLERS  IN  DRUG  STORES 

Good  location  a  big  influence — The  power  of  suggestion  when  customers  are  buying 
other  lines  of  goods— How  to  go  after  this  business. 


THE  question  has  often  been  asked  why  should  a  drug- 
gist handle  accessory  lines  such  as  phonographs  and 
records.  This  question  can  easily  be  answered  when 
you  consider  that  wherever  there  is  a  demand  created  for  a 
line  of  goods,  the  dealer  who  takes  advantage  and  cashes 
in  on  that  demand  is  a  live  dealer  indeed.  There  has  been 
an  ever  increasing  demand  for  phonographs  and  records 
in  the  last  few  years  in  drug  stores  until  now  druggists  all 
over  the  countrv  are  taking  up  the  line  and  handling  it  in 
a  most  satisfactory  and  profitable  manner. 

Someone  will  sav  it  take?  a  pretty  good  salesman  to  sell 
as  high  a  priced  article  as  a  phonograph,  but  who  is  more 
competent  to  sell  such  a  commodity  than  an  intelligent  man 
such  as  the  druggist. 

Drug  Store  Favorably  Located 

The  drug  store  is  usually  located  in  a  very  prominent  spot 
in  the  communi'.v.  Some  of  the  most  prominent  corners  in 
our  big  cities  have  drug  stores  located  on  them,  and  in  the 
smaller  town  they  are  invariably  situated  in  the  heart  of 
the  business  section.  As  a  consequence  conditions  are  ideal 
for  the  handling  of  phonographs  and  records  to  good  ad- 
vantage. There  are  always  people  passing  the  store  or 
stopping  to  look  in  the  window  and  a  machine  placed  near 
the  door  plaving  a  record  is  always  a  source  of  attraction. 
Perhaps  the  record  is  one  that  thev  have  heard  at  some 
friend's  house  and  they  are  immediately  influenced  to  pur- 
chase it  for  themselves. 

Lend  Themselves  to  Good  Display 

Manv  excellent  displays  have  been  made  bv  drugsrists 
with  phonographs  and  records  both  in  the  window  and  in 
the  store.  Some  dealers  may  think  that  the  machines  take 
up  too  much  room,  but  it  is  not  necessary  to  carry  more 
than  one  or  two  machines  at  first  for  demonstration  pur 
poses  and  then  placing  the  order  direct  for  shipment. 
Manufacturers  of  these  machines  are  prepared  to  make 
quick  delivery  and  the  customer  is  in  no  way  inconvenienced. 
A  machine  placed  in  the  window  surrounded  bv  suitable 
decorations  together  with  a  neat  display  of  records  will  go 
a  long  way  toward  building  up  a  profitable  phonograph 
department  for  any  enthusiastic  dealer. 

A  Novel  Record  Department 

One  druggist  secured  some  profitable  business  by  building 
up  a  systematic  record  department.  He  partitioned  off  a 
part  of  the  store  at  the  rear  and  constructed  a  sound  proof 
room  in  which  prospective  buyers  could  s;t  down  and  listen 
to  their  favorite  record  without  disturbing  the  customers 
in  the  main  section  of  the  store.  Records  were  kept  in 
racks  and  tabulated  so  that  the  druggist  knew  at  the  end  of 
each  month  how  many  records  had  been  sold  and  whal 
numbers  were  out  of  stock.  In  this  manner  there  was  no 
fear  of  duplication  and  he  was  always  sine  thai  the  depart- 
ment was  showing  a  profit  He  also  handed  out  to  each 
customer  whether  thev  were  buying  records  or  not  a  COpj 
of   the   manufacturer'-    laiesl    record    lis!    which    thev    could 


look  over  at  their  leisure  and  mark  those  which  they  wished 
to    purchase. 

Selling  Machines  on  Installment  Plan 

One  dealer  thoroughly  circularized  the  community  ac- 
quainting people  with  the  fact  that  he  was  handling  a  good 
line  of  phonographs  and  would  be  pleased  to  give  a  demon- 
stration at  any  time.  He  also  stated  on  the  circular  that 
the  machines  could  be  purchased  on  the  time  payment  plan 
which  was  a  great  inducement  to  those  people  who  desired 
a  machine  but  did  not  care  to  invest  the  full  price  all  at 
once.  Through  giving  demonstrations  and  answering  en- 
quiries over  the  telephone  he  built  up  a  very  valuable  mail- 
ing list  and  as  a  consequence  increased  the  sale  of  many 
other  lines  which  he  handled. 

Large  Patronage  Offers  Many  Opportunities 

Because  the  drug  store  today  sells  a  large  variety  of  lines 
apart  from  medicines  the  dealer  has  many  opportunities  to 
suggest  a  purchase  in  this  department.  It  is  not  necessary 
to  embarrass  customers  but  often  a  record  playing  will 
bring  about  an  unexpected  purchase.  Then  again  a  cus- 
tomer seeing  a  machine  on  the  floor  will  often  ask  the  price 
and  how  the  machine  can  be  purchased  and  the  druggist 
sets  the  opportunity  to  bring  into  play  a  little  sales  talk 
which  if  it  doesn  t  make  an  actual  sale  will  so  impress  the 
customer  that  when  he  or  she  is  in  the  market  for  a  phono- 
graph the  dealer  will  be  sure  to  get  the  business.  A  cir- 
cular too  in  this  connection  will  often  influence  the  wife 
to  make  the  suggestion  to  the  husband  and  if  he  loves  her 
dearlv  he  will  probably  comply  with  her  wishes. 

Show  Increased  Profits  During  1923 

There  is  certainly  money  to  be  made  in  phonographs  and 
records  and  dealers  should  look  around  and  see  if  there  is 
not  a  big  field  for  this  line  right  in  their  own  community. 
Right  at  the  beginning  of  the  new  year  is  a  good  time  to 
think  these  things  over  and  then  after  vou  become  enthus- 
iastic act  quickly  and  you  will  be  well  pleased  with  the 
business  accomplished  when  the  end  of  t he  year,  comes 
round. 


SUR\  [VAL  OF  THF  FULLEST 

In  the  early  days  of  the  temperance  cause,  its  workers 
were  always  on  the  scenl  for  evidence  as  to  the  physical 
advantages  of  total  abstinence.  Having  heard  of  an  old 
nan  who  had  attained  the  ripe  age  of  96  and  had  never 
touched  a  drop  of  liquor,  a  committee  was  rushed  to  hi* 
home  to  gel  hi-  sworn  statement  to  that  effect.  Thev  had 
fust  propped  him  up  in  bed.  and  were  guiding  the  feeble 
trembling  old  hand  along  the  dotted  line,  when  thev  were 
Startled  In  a  violent  disturbance  in  the  next  room — scuffling 
of  feet,  falling  of  heavy  furniture  and  breakin  kery. 

Good  Heavens,  what's  that?"  asked  \  committeeman. 
whispered  the  senile  saint,  a.-  he  sank  back  exhausted 
his  effort.  "That's  rather,  lie'-  drunk  .uain." 
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Making  Of  | 

|  A  Modern  Store  | 

3iMiitiiiiiiitiiimiHiiiiiiiiiuiiiiiiiiiiiitiiiiiitiiiiiiHiiiiiiiiiiiiiiiiiiiiiniitiiiiiHiiiiiini:tiiHiitii!!iiiiiniiiiiiiiiiiiimiiiiiiitKiii>i>iiHiii? 

It  does  not  seem  possible  that  any  merchant  really  be- 
lieves it  is  better  for  his  store  to  he  old  fashioned,  to  follow 
antiquated  methods  and  to  use  out-of-date  equipment,  than 
to  he  modern   in  its  appointments. 

There  probably  are,  even  today,  grandfather  men.  men 
who  are  satisfied  to  do  business  in  exactly  the  same  wax 
their  grandfathers  did  it.  These  should  have  it  pointed 
out  to  them  that  the  methods  thev  are  using  would  not  have 
been  used  by  grandfather  if  he  had  been  in  business  in 
these  modern  times.  Grandfather,  though  his  methods  may 
seem  old  fashioned  now.  was  not  counted  among  the  old- 
fashioned  men  of  his  day.  If  he  was  a  young  man  living 
today  he  would  see  the  advantages  of  making  his  store  mod- 
ern in  even-  detail.  He  would  be  an  up-to-date  merchant. 
What  man  want-  to  be  less  up-to-date  than  his  grandfather? 

Every  merchant  wants  a  modern  ptore  if  he  gives  it  any- 
thought,  and  every  worth  while  merchant  does  give  it  some 
thought- 

What  is  it  thai  makes  a  store  modern? 

It  is  not  location/The  stock  of  goods  has  something  to  do 
with  it  .but  the  goods  are  not  the  real  making  of  the  up-to- 
dateness  of  a  store.  The  appearance  of  the  merchant  and 
his  clerks  may  be  modern  without  making  the  store  so.  No 
— the  answer  is  "Equipment."  Modern  equipment  alone 
will  give  the  store  the  appearance  of  and  the  reputation  for 
being   modern. 

Every  bit  of  new  equipment  added  to  a  store  helps  to 
show  the  public  that  the  merchant  is  alive  and  is  looking  for 
opportunities  to  better  the  service  he  gives  them. — Royal 
System  Monthh . 


\'\  SINESS  WILL  BE  WHAT  YOU  MAKE  IT 

TWO  classes  of  merchants  faced  business  conditions  a 
year  ago.     One  class  saw  that  business  was  going  to 
to   be   dull    dining    the   year  and  they   proceeded   to 
retrench-     They   cut    down   on   purchases   and   on   expenses. 
in  some  instances  eliminating  the  advertising  expense  en- 
tirely and  avoiding  putting  any  money  into  display  or  into 

"'"" i "Ml iimmmiit lllililliliiliiiilimillllllllllllll n mimimn urn mimiL- 

I  SUCCES-ISMS 

i  Forbes   Mi^azine,  N.Y.) 

Hard  luck  is  blamed  most  by  those  who  have  | 
1  ids.  | 

Get    gumption. 

Vspire     but  also  perspire.  1 

Ask  many  useful  questions  and  in  time  you'll  | 
|       be  able  to  answer  many.  1 

Any   foe!    i  :  es,  the  v  ise   man       1 

1       strn  ■  with  his  brain. 

Tin  you  must  depend  upon  most  is  this      § 

|       capital:     I.  | 

Half-he;         n        le  ids  to  complete  failure. 

Kn  lops  your  imagination. 

II  -on  (jo  so  little  that  you  wouldn't  be  greatly  | 
|  re  likely  to  be   dis-missed. 

■ 


better  equipment.  The  other  class  saw  that  business  was 
going  to  be  dull  and  they  proceeded  to  get  busy  and  go 
after  it  and  stir  it  up  with  increased  publicity  and  greater 
effort  along  all  lines. 

The  first  mentioned  class  managed,  in  most  cases,  to 
pull  through  the  year  and  most  of  them  are  with  us  yet, 
still  hanging  on  waiting  for  the  day  when  business  shall 
get  back  to  what  it  was  in  war  time  when  people  had 
too   much   money   to   spend. 

The  other  class,  the  fellow  who  got  busy,  got  their  share 
of  what  business  was  going  and  they  got  most  of  the  share 
of  th.i-i'  who  laid  down.  They  knew  that  folks  were  going 
to  continue  eating  and  that  the  great  majority  of  them 
were  still  earning  at  least  enough  money  to  enable  them 
to  live  comfortably.  They  pushed  on  instead  of  hanging 
back. 

The  statment  has  been  made-  with  some  authority,  that 
the  volume  of  trade  varie?  not  more  than  15  per  cent, 
from  normal.,  in  either  direction,  when  times  are  very  bad 
or  very  good.  Why  should  any  druggist  feel  particularly 
disturbed  over  business  in  the  aggregate  dropping  15  per 
cent,  below  what  it  was  in  1914?  That  leaves  plently  of 
business   yet  for   those   who   are   inclined   to    work  for   it. 

Well,  what  about  the  y?ar  into  which  we  have  now 
plunged?  What  about  1923?  There  were  those  who  pro- 
phesied a  boom  before  this  time-  There  were  those  who 
said  it  would  be  a  generation  before  business  would  be 
good  again.  It  doesn't  require  the  seventh  son  of  a  seventh 
son  to  know  that  they  were  both  wrong.  Business  is 
steadily  improving.  Every  reliable  source  of  information 
indicates  that  the  volume  of  trade  is  increasing.  In  some 
communities  it  is  developing  almost  a  boom.  In  others 
it  ctill  sags  back.  Both  are  exceptional  and  such  instances 
are  to  be  found  at  any  time.  The  average  condition  is  one 
of  steady  improvement,  not  rapid,  but  continued- 

What  each  one  of  you  is  most  interested  in  is  in  what 
your  own  business  is  going  to  do.  Is  business  for  money 
and  spend  it  for  food.  If  you  were  selling  diamonds  you 
might  need  to  live  conditions  some  thought,  but  you  are 
selling  food.  The  demand  and  consumption  will  continue- 
will  be  greater  than  last  year.  Whether  you  profit  by  that 
fact  or  not  depends  entirely  upon  whether  von  have  lost 
your  nerve  or  whether  you  are  a  good  fighter  and  are  will- 
ing to  work  for  business.  In  that  respect  the  situation 
differs  from  a  normal  year  only  in  degree,  and  probably 
not  to  the  extent  of  15  per  cent. 

You  must  have  the  goods  if  your  are  to  sell  them,  and 
you  should  be  on  the  lookout  for  new  goods  that  will 
tempt  Inner-  as  old  staples  will  not  do.  Housewives  are 
all  the  time  looking  for  something  new  and  tempting  to 
add  to  the  family  menu.  \iv  you  doing  your  best  to  make 
better,  or  is  ii  at  the  low   figure  of  last  year? 

That  is  up  to  you-  Business  for  you  this  year  is  iroing 
to  be  what  you  make-  it.  If  conditions  around  you  are 
bad.  there  is  still  a  good  volume  of  busine 
will  continue  to  work  and  earn.  Are  you  doing  anything 
to  create  the  impression  that  your  is  a  store  where  such 
•things   are     to  be   found? 

Dor-  customei  aftei  customer  come  in  and  order 
only  to  find  thai  one  or' more  items  on  the  list 
are  '"all  out  today?"  You  cannot  hold  your  own  in  com- 
petition, vou  cannot  build  up  trade  in  any  kind  of  time 
on  a  basis  of  having  only  50  to  7">  per  rent  of  the  items 
asked   for. 

Watch  you  stock  closely  with  a  \  iou  to  keeping  it  up  to 
the  demand  and  work  hard  to  increase  the  demand.  Plunge 
a  little  on  advertising  this  year.  Spend  more  than  your 
habitual  advertising  appropriation.     Make  better  displays. 
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CANDY  WINDOW  DISPLAYS  THAT 

STICK  IN  MEMORY 

Frank  H.  Williams  tells  of  some  displays  he  has  seen  while  travelling  the  country- 
Used  photos  of  atheletes— A  weather  chart  display. 


EVERY  now  and  then  a  drug  store  puts  over  a  window 
display  of  candy  that  attracts  attention,  creates  com- 
ment and  brings  a  number  of  new  customers  into  the 
store.  Such  a  window  display  is.  of  course,  a  mighty  suc- 
cessful one. 

Such  window  displays  stick  in  the  memory  of  the  store  s 
patrons.  They  arc  remembered  when  great  numbers  of 
good  but  not  extraordinary  confectionery  window  displays 
are  entirely  forgotten.  And.  of  course,  the  more  window- 
displays  of  this  character  that  can  be  put  over  by  the  store 
the  more  strongly  the  store  will  impress  itself  upon  the 
attention  of  present  and  prospective  natrons  and  the  more 
it  will  increase  its  busines-. 

This  being  the  case  i;  will  probabb  be  interesting  and 
worth  while  for  drug  store  proprietors  and  managers  to 
read  about  some  of  the  confectionery  window  displays  that 
linger  in  the  memory — and  I'm  just  an  average  confection- 
ery patron — after  traveling  extensively  for  some  years. 

There  was  a  display  in  one  of  our  cities  that  lingers  long 
in  the  memory.  It  always  appeals  as  being  particularly 
effective.  newsy  and  progressive.  This  particular  window 
display  con'ained  a  large  number  of  photographs  of  local 
athletes.  Lnder  each  photo  was  a  tvped  description  giving 
the  name  of  the  man  photographed  and  his  athletic  record. 
These  pictures  were  all  grouped  around  a  central  placard 
which,  as  nearly  as  can  be  recalled,  read  about  like  this: 

"SOME  OF  THE  PROMINENT  LOCAL  ATHLETE^ 
WHO  ARE  REGULAR  PATRONS  OF  THIS  STORE." 

"These  are  only  a  few  of  the  better  known  local  athletes 
who  make  a  practice  of  patronizing  this  store.  Bv  looking 
at  the  goods  displayed  in  this  window  you  will  see  the  sort 
of  candies  there,  athletes  piefer. 

"^  hy  don"t  YOl .  too,  patronize  this  store  and  get  the 
satisfaction  of  receiving  our  perfect  service  along  with  the 
right  goods  at  the  right  prices  at  all  times?" 

Attached  to  each  pho'.>  was  a  little  bit  of  ribbon  which 
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led  from  each  individual  picture  to  some  particular  kind  of 
candy — chocolates,  hard  nougats,  bon  bons.  etc..  thus  show- 
ing the  candv  preferences  of  each  individual. 

It  is  evident  from  all  this  that  the  window   was  a  really 
unusual  thing  and  it  is  not  at  all  surprising  that  it  a": 
a  lot  of  attention  and  that  it  sticks  in  the  memory. 

U  hen  the  proprietor  of  the  store  was  questioned  as  to 
just  why  he  had  picked  on  this  kind  of  a  window-  display, 
he  said: 

"The  majority  of  young  people  are.  I  believe,  interested 
in  sports.  I  take  it  that  sports  is  the  one  general,  coiisenial 
topic  about  which  the  great  majority  of  voung  people  com- 
ing to  this  store  are  inierested.  So.  as  I  wished  to  attract 
as  much  attention  as  possible  from  the  voung  people  to  this 
store.  I  figured  that  an  athletic  window  display  would  turn 
the  trick.  And  it  has.  This  display  sure  has  created  a  lot 
of  comment  and  I've  had  a  great  many  compliments  on  it. 
i:  was  no  task  at  all  to  get  the  pictures.  I  simply  asked 
the  athletes  when  thev  came  into  the  store  for  their  photos 
to  use  in  my  window  display.  They  are  all  used  to  receiv- 
ing publicity  in  the  local  newspapers  so  thev  didn't  hesitat? 
about  giving  me  the  photos,  with  the  result  vou  see.  I  also 
got  the  descriptions  of  their  records  from  each  of  the  in- 
dividual athletes  and.  of  course.  I  was  entirely  familiar  with 
the  kinds  of  candies  they  prefer,  so  it  was  an  easv  matter 
to  frame  up  the  window  display  as  you  see  it." 

Isn't  there  a  mighty  good  suggestion  in  this  for  other 
drug  stores  in  other  cities? 

A  \^  estern  Window 

In  a  Yt  estern  town  there  was  a  verv  interesting  display 
in  a  local  drug  store  of  two  large  imitation  chocolate  drops. 
The  larger  "drop"'  was  about  three  feet  in  height,  and  bis 
in  proportion,  while  the  smaller  was  onlv  a  foot  and  a  half 
in  height  and  of  the  same  proportionate  size.  Naturally 
this  sort  of  thing  in  a  drun  store  show  window  attracted  mv 
attention.  I  stopped  and  looked  at  the  display  and  saw 
that  in  the  front  of  the  window  was  a  placard  reading  about 
like  this: 

"OUR  BUSINESS  LAST  YE^R  AND  THI-   YEAR. 

"Last  year  our  business        -  size  in  proportion  to  the 

size  of  the  smaller  of  the  two  chocolate  dmps  shown  here. 

"This  vear  our  business  is  of  the  size  shown  bv  the 
chocolate  drop,   in  comparison   with   las!   vear's  b    - 

"AND  OIK  BUSINESS  IS  CONTINUING  TO  GROW 
ALL  THE  TIME. 

"Of  course,  there's  a  reason  for  this  verv  health' 
ot  ours  and  that  reason  is  that  we  give  the  right  » 
vice  and  make  you  always  feel   at  home  in   this  store  and 
also  because  we  -ell  the  right 

me  in  this  store  and  see  for  yourself  in-    what   our 
ire. 
NOW." 

This  surelv  was   a   novel   and   atti 
folks  see  that  the  -  -  a  live,  prosperoi  - 

stitution.      \nd  this  n    - 

folks  want  to  come  in  and  patronize  the  in=titutio 
all  folks  like  to  deal  witli  stores  thai 
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People,  as  a  general  rule,  do  not  like  to  patronize  stores 
which  are  known  to  be  slipping  backwards.  They  like  to 
patronize  stores  that  are  getting  more  and  more  trade  all 
the  time. 

Candv  Weather  Chart 

In  a  certain  city  that  I  sometimes  visit  there  used  to  be  a 
drug  store  which  always  had  particularly  attractive  and 
novel  candv  window  displays.  At  one  time  this  store  made 
a  big  thing  of  weather  charts,  as  it  was  located  in  a  section 
where  the  temperature  changes  with  great  suddenness  at 
all  times  of  the  year.  The  way  in  which  this  store  used 
charts  was  to  have  a  chart  prepared  showing  the  curve  of 
the  temperature  upward  and  downward  from  month  to 
month  during  the  year.  The  curve  was  represented  by  nails 
driven  into  the  board  on  which  the  chart  had  been  painted. 
And  to  these  nails  were  hung  candies  c-i  various  sorts  so  that 
the  temperature  curve  was  really  indicated  by  this  waving 
line  of  candies.  As  the  folks  of  the  city  were  constantly 
stopping  to  look  at  this  chart  for  the  purpose  of  seeing 
jusl  exactly  what  was  happening  in  the  weather  line,  it  is 
evident  that  this  stunt  secured  a  great  amount  of  mighty 
worth  while  advertising  for  the  candies  thus  displayed. 

Also  the  store  used  with  this  chart  a  placard  which  em- 
phasized the  selling  points  of  the  stunt   in  about  this  way: 

"NO  MATTER  WHAT  THE  WEATHER  IS  YOU'LL 
FEEL  PERFECTLY  CHEERFUL  IF  YOU'VE  GOT  SOME 
OF  OUR  CANDIES  HANDY  TO  EAT. 

"You'll  not  mind  heat  or  cold  if  you've  got  a  pocketful 
of  our  goodies  to  sweeten  life  for  you. 

"There's  nothing  like  our  candies  to  bring  cheer  and 
comfort  at  all  times. 

"This  is  Candy  Headquarters  for  the  live,  alert,  progress- 
ive people  of  this  city. 

-Come  in  and  get  YOUR  supply  of  candy  NOW." 

In  connection  with  this  chart  the  store  also  used  an  imi- 
tation thermometer  on  which  the  previous  day's  high  or  low 
weather  mark  was  indicated  by  a  piece  of  candy  hung  to  a 
pin  at  the  right  point  on  the  thermometer.  This  ther- 
mometer also  attracted  a  lot  of  attention  and  also  secured 
some  mighty  good  publicity  for  the  candies  thus  displayed. 

Aren't  there  suggestions  in  all  this  which  could  be  used 
with  good  effect  by  other  drug  stores? 

Here's  hoping  so,  at  any  rate. 

And  if  others  can  use  these  ideas,  then  the  writing  of  this 
article  will  have  been  very  much  worth  while. 
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GAVE  "SPECIAL"  APPEARANCE  TO  DISPLAY 

In  making  a  feature  of  the  old-fashioned  candy  kisses  in 
his  window  recently.  Frank  S.  Taylor,  druggist  of  1148 
Davenport  Road,  Toronto,  secured  an  appropriate  setting 
for  his  "special"  by  placing  a  large  ordinary  barrel  on  its 
side  in  the  window  with  the  candy  flowing  generously  out 
of  itis  mouth. 
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The  Needful  Word 

^iiililiitiiiiiiiiiiiliiiniliii!iMiiiiiiiiiiiiMiiiiniiiiiiiiiiMiiiniiiiii:Miiiiiiiiiiiiiii[iiiMiiiiiiiiiiiiiiiiiiiiiiiiiiiiin:HiiiiiiiiiiiiiiiiiiM:Mii;ii= 

SO  von  let  him  get  away,  eh?"  said  the  proprietor 
with  mingled  bitterness  and  philosophy.  "And  you 
had  him  right  to  the  point.  Your  sales  talk  was  good, 
right  up  to  the  last  minute,  when  you  omitted  the  convincing 
word.' ' 

"Looks  that  w  a\ 

"Sure  does.  You  remind  me  forcibly  of  the  case  of  a 
colored  hack  driver  down  South.  One  day  he  and  his  dil- 
apidated cab  and  moth-eaten  horse  were  all  asleep  at  the 
curb.  It  was  noon.  Ten  minutes  till  time  for  the  train  and 
the  depot  was  a  mile  away.  A  fat  traveling  man  of  middle 
age  came  sweating  along  toting  two  heavy  grips  and  hasten- 
ing toward  the  depot.  Seeing  the  cab  idle,  he  called  to  the 
driver : 

"  'Hey,  boy.  can  you  get  me  to  that  train  in  ten  minutes?' 

"  'Dunno,  boss,  dis  hyer  hoss  he  putty  tolable  ole.  He 
war  in  de  ahmy.  boss  man. 

"'Was  he  in  the  war?  I  was  in  the  cavalry  myself. 
Get   into   that   cab   and   I'll   get  that  horse  there   in  time.' 

"The  driver  got  inside  and  the  traveling  man  mounted 
the  driver's  seat.  As  he  did  he  yelled,  'Tenshun.'  The 
old  horse  stuck  his  head  up  for  the  first  time  in  twenty 
years — tail  ditto.  'Charge!'  yelled  the  fare  sharply.  He 
(barged!  Away  he  went  striking  fire  from  the  boulders. 
The  outfit  reached  the  station  just  as  the  train  did.  "Halt!' 
yelled  the  fare  and  leaped  from  the  seat  as  the  horse  came 
to  a  skating  stop.  Tossing  a  dollar  to  the  astonished  oc- 
cupant of  the  cab,  the  traveler  ran  to  his  train. 

"That  negro  driver  was  the  most  astonished  coon  in 
twelve  States.  He  had  seen  a  miracle  occur  right  under  his 
nose.  He  muttered  and  chuckled  and  forgodsaked  and 
goodlawsamassied  to  himself  almost  continuously. 

"Next  day  about  the  same  time  history  repeated  itself 
in  the  form  of  a  younger  but  equally  fat  and  belated  travel- 
ing man  who  wanted  to  make  the  train. 

"Yassah!  boss  man,  ah  think  ah  kin  make  hit,'  and  the 
man  got  in. 

* 'Ten-shunn!'  yelled  the  driver,   and  the  horse  obeyed. 

"'Chahge!*  and  again  the  horse  did  so. 

"Down  to  the  station,  across  the  railroad  tracks,  past 
the  train  whose  engine  bell  was  ringing  to  start. 

"  'Say,  nigger,'  yelled  the  traveling  man  from  the  cab 
window,  "wynell  don't  you  stop?     Here's  the  depot?' 

"  Ah  knows  dat,  boss,  but  ah  done  fo'got  dat  las"  word?' 

"So,  my  boy,  when  you  get  a  sale  as  nearly  completed  as 
you  just  had  that  one  don't  forget  dat  las'  word!  Close 
it!" — Philadelphia  Public  Ledger. 


THREE  BUSINESS  TERMS  BRIEFLY  EXPLAINED 

Floating  Capital  consists  of  the  available  sum  actually 
at  command  for  carrying  on  a  business,  as  money  not  per- 
manently  invested,   accounts    receivable,   etc. 

Call  money  consists  of  borrowed  money  with  collateral 
security,  which  musl  be  returned  on  demand  of  the  lender. 

A  Sight  Bill  is  a  bill  of  exchange  payable  at  sight  or  as 
soon  as  presented. 


TEA  AND  COFFEE  AS  DRUG  STORE  LINES 

A  special  feature  of  interest  in  the  drug  trade  recently 
has  been  the  addition  of  tea  and  coffee  to  the  regular  lines 
handled.  In  many  cases  this  venture  has  proven  a  success, 
not  only  for  the  volume  of  business  in  these  lines  them- 
selves, but  also  for  their  utility  as  custom  getters.  Week- 
end specials  have  been  offered  freely  in  tea  and  coffee  with 
highly  satisfactory  results.  One  drug  store  in  Ottawa  re- 
ports selling  over  .">.()()()  pounds  of  coffee  in  twelve  months, 
which  is  a  very  respectable  showing  for  a  side  line  such  as 
this  at  a  drug  store. 
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SOME  METHODS  THAT  MAKE  FOR 

MORE  BUSINESS 

How  some  druggists  have  added  good  will  and  brought  more  sales  to  their  stores. 


SALES  DURING  THE  DULL  WEEK 

With  most  the  davs  between  Christmas  and  New  Year  are 
barren  of  profit. 

In  order  to  get  people  into  your  store  on  these  days,  it  is 
recommended  that  you  give  to  each  purchaser  a  ticket  en- 
titling them  to  some  inexpensive  but  practical  souvenir  if 
presented  at  vour  store  week  of  December  26th-31st.  Make 
it  a  condition  that  the  presentation  be  made  in  person.  The 
ticket  should  describe  the  souvenir  to  be  given. 


AN  ELECTION  PULICITY  IDEA 

Take  advantage  of  the  election  season  bv  connecting  your 
store  with  the  popular  political  interest.  A  variation  from 
the  usual  estimate  on  vote  for  Mayor  or  Councilman  is  to 
estimate  on  the  vote  of  candidates  in  which  your  neighbor- 
hood is  more  intensely  interested.  It  may  have  a  candidate 
for  some  office:  if  it  has  none,  then  you  can  select  the  vote 
on  the  Congressman  of  vour  district  or  on  the  Governor  of 
your  State. 

The  successful  operation  of  an  election  estimate  calls  for 
publicity  in  the  store  windows,  newspaper  space,  package 
inserts,  etc..  sufficient  to  awaken  public  interest  and  a  list 
of  rewards  for  the  five  nearest  estimates — and  an  invitation 
to  everyone  to  call  at  your  store  and  obtain  a  free  estimate 
blank  should  be  printed  in  your  newspaper  advertisement. 
One  estimate  blank  should  be  given  also  with  each  50  cent 
purchase. 

This  contest  should  be  carried  through  several  weeks, 
closing  on  the  day  previous  to  election.  If  it  is  featured  bv 
your  store,  and  the  merchandise  rewards  are  inviting  you 
will  find  as  election  day  approaches,  the  interest  in  your 
contest  has  developed  until  your  receipts  easily  show  that 
thev  have  been  stimulated  bv  it. 


SELLING  SANITARY  TOOTH  BRUSHES 

The  Paine  Drug  Store  of  Rochester.  N.Y..  savs  The  Mem- 
Phis  Druggist,  has  a  strictly  sanitary  method  of  selling 
tooth  brushes.  They  stock  over  sixty  styles  of  "germless" ' 
tooth  brushes,  as  they  appropriately  term  them.  Samples 
of  these  tooth  brushes  are  available  for  testing  purposes  in 
sanitary  carriers — long  transparent  paper  bags.  As  soon 
as  the  customer  makes  her  selection,  a  tooth  brush  of  the 
identical  kind  is  taken  from  the  stock  and  sold  to  her. 
This  advanced  method  means,  of  course,  a  considerable  in- 
itial expenditure  for  sample  tooth  brushes,  but  it  is  an  in- 
vestment that  pays  in  the  long  run.  The  drug  store  should 
be  an  establishment  where  germs  are  killed,  not  encouraged. 


CO-OPERATIVE  PLAN  TH  VT  WORKED 

A  plan  of  co-operation  between  a  druggist  and  his  neigh- 
bor, a  music  dealer  was  tried  out  recently  in  one  of  our 
smaller  towns.  A  wide  doorway  was  cut  between  the  two 
stores.  This  led  from  the  back  room  of  the  drug  store,  in 
which  refreshments  were  served,  into  the  music  room  of  the 


music  store.  The  plan  worked  two  ways,  as  a  co-operative 
idea  should.  The  patrons  of  the  drug  store  were  entertain- 
ed as  they  sipped  their  drinks  and  were  tempted  to  enter  the 
talking  machine  room  when  they  heard  a  likeable  piece. 
On  the  other  hand,  a  warm  patron  after  spending  some  time 
looking  at  machines  was  tempted  into  the  refreshment  room 
of  the  drug  store. 


NOVEL  ADVERTISING  METHOD 

When  V.  L.  Chamberlin.  Pontiac.  Mich.,  bought  out  an 
established  business,  says  the  Bulletin  of  Pharmacy,  it  was 
found  that  scores  of  small  articles  were  unsalable  because 
they  were  out  of  date,  shop-worn,  or  slightly  damaged. 
These  were  thrown  in  by  the  former  owner  without  being 
li'Sted  in  the  inventory. 

Casting  about  for  some  scheme  to  bring  people  to  his 
store.  Mr.  Chamberlin  determined  to  make  good  use  of 
these  uninventoried  articles.  He  accordingly  made  up  one 
hundred  packages,  wrapped  them  attractively,  and  stacked 
them  in  a  display  window.  Then  he  advertised  that  every 
visitor  to  the  store  during  a  certain  period  would  be  given  a 
numbered  ticket  entitling  him  to  a  chance  on  one  of  the 
boxes.  No  purchase  was  required,  but  the  visitors  were 
asked  to  write  their  names  and  addresses  on  the  cards,  so 
that  they  might  be  notified  in  case  they  held  one  of  the  lucky 
numbers. 

No  drugs  were  included  in  the  packages,  of  course,  and 
the  people  were  told  frankly  of  the  general  character  of  the 
goods  so  that  they  would  not  suspect  the  new  store  of  selling 
such  articles:  but  the  desire  to  get  something  for  nothing 
prompted  hundreds  to  drop  in  and  get  one  of  the  tickets. 

At  the  appointed  time  the  tickets  were  all  placed  in  a 
large  box  and  well  shaken,  then  one  hundred  of  them  were 
drawn  out.  the  holders  of  the  corresponding  stubs  each  re- 
ceiving one  of  the  packages. 

So  successful  was  this  plan  that  Mr.  Chamberlin  now  in- 
tends to  buy  up  two  or  three  hundred  dollars'  worth  of  job 
lots  and  to  repeat  the  stunt. 


A  DISPLAY  THAT  CONVINCES 

There  is  only  one  reason  win  residents  of  vour  commun- 
ity buy  from  the  large  city  mail  order  houses,  and  that  is 
they  believe  they  save  money.  The  advertising  of  the  local 
retailer  should  be  directed  toward  the  education  of  his  trade 
that  they  can  save  money  by  buying  at  his  store  instead  of 
sending  out  of  town. 

\  step  in  this  direction  is  to  take  the  catalogue  of  any 
mail  order  house  which  doe*  a  large  business  in  your  com- 
munity. Select  therefrom  an  article  which  you  either  carry 
in  stock  or  can  buy  and  sell  at  a  lower  price  than  quoted  bv 
this  mail  order  house.  Display  it  in  vour  window  with  the 
price  tag  attached,  and  at  its  side  place  a  catalogue  of  this 
mail  order  house,  opened  on  the  page  on  which  the  article 
is  catalogued.  You  should  also  call  their  attention  to  the 
fact  that  you  not  only  sell  at  a  lower  price  but  you  save 
transportation,  mail  and  money  order  cost  as  well  as  the 
delay. 
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Talks  To  The  Sales  Staff 


Suggestive  Selling 
Secret  Of  Success 
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THE  art  of  changing  a  proposed  small  purchase  into 
a  big  sale-  requires  considerable  delicacy  in  the  sales- 
person. Taking  care  not  to  frighten  or  offend  the  cus- 
tomer, the  salesperson  must  suggest  the  higher  priced  article 
or  tiie  larger  quantity  in  such  a  way  as  will  keep  the  buyer 
in  an  open  and  impressionable  state  of  mind. 

How  an  alert  salesperson  performs  these  painless  ,and 
profitable  operations  of  suggestive  selling  was  told  recently 
at  a  trade  convention  by  ,a  speaker  in  the  following  manner: 

"1  went  into  the  store  to  buy  a  few  little  things,  soap, 
tooth  paste,  etc.  The  girl  who  sold  them  to  me  was  a  real 
saleswoman.  1  decided  after  she  got  through  with  me 
that  she  could  change  a  looker  into  a  buyer  nine  times  out 
of  ten. 

"]  asked  first  for  tooth  paste.  The  girl  quickly  brought 
out  one  of  the  larger  size  tubes.  Now  I  really  intended 
buying  the  small  size,  though  I  forgot  to  say  so.  The  girl 
was  to  clever  to  ask — just  brought  out  the  large  size  and 
I  took  it.  If  she  had  asked:  'Large  or  small  size,  please? 
I   would  surely  have  said.  'Smalal.' 

"Next  I  called  for  toilet  soap.  She  showed  me  several 
kinds  and  I  told  her  I  would  take  one  cake.  'Did  vou  know 
they  were  two  for  a  quarter?7  she  asked,  not  in  the  least 
as  if  she  was  trying  to  "boss'  me,  but  just  as  if  she  were  mak- 
ing an  appeal  to  my  sense  of  economy.  She  was  taking  the 
customers  side  of  the  counter,  instead  of  playing  up  the 
store's  side. 

'  Two  cakes  for  a  quarter  is  a  better  bargain  than  15 
cents  a  cake;  and  soap  will  keep  until  you  get  ready  to  use 
it.''     I   took  four  cakes. 

'  "Have  you  seen  our  new  bath  towels  at  10  cents,  or  three 
for  a  dollar?"  I  hadn't,  but  it  was  safe  to  say  I  wouldn't 
leave  that  section  without  looking  at  them.  I  looked — and 
bought.  The  toilet  soap  had  suggested  the  bath  towels 
ami  -he  immediately  linked  the  two.  'Now  what  else  will 
\nii  need?'  she  went  on:  'some  talcum,  a  tooth  brush 
or  a  hair  brush? 

"I  really  hadn't  thought  of  any  of  three:  not  one  of  them 
was  on  my  list,  and  if  she  had  asked,  '!Is  there  anything 
else?'  I  would  surely  have  taken  the  chance  offered  and  es- 
caped  1>\  siaying  No.  But  when  she  suggested  the  tooth 
brush  1  remembered  thai  my  own  had  shed  a  fe»  bristles 
\er\  morning.  Now  while  I  had  the  time  and  was 
buying,   1  decided  to  replace  it. 

Ml    ol    which   the   \alue  of  suggestions   when   properly 
iadi       Whenevei    you   fail  to  sell   a  customer  all   you  cm 
vou  leave  a  chance  for  some  oilier  stoic  to  -ell   her. 


DON  I   GET  WEDDED  TO  HABIT 

\   little   while   ago,  a:i  experienced  salesman   was  ordered 

nerchandise    with    In-   hade.     Wedded   to 

habit,  this  -  desman  decided  for  himself  thai  hi-  order-  were 
about  two  months  too  soon-    lie  couldn't  sell  thfe  merchan- 
at    thai    time — tl,  n    was    no!    opportune — the 

ground  hog  hadn't   yd  come  out   of   its  hole     Mars  hadn't 
yet  crossed  die  Hindenburg  line     Venus  was  -till   making 
at    fupiler  and  a  dozen  other  infallible  reasons,  based 
on  habit,  why  he  should  stand  pat. 


With  these  ideas  immovably  fixed  in  his  mind  by  habit. 
this  salesman  made  no  effort  to  sell  what  he  was  specifically 
asked  to  sell,  but  instead  concentrated  his  salesmanship  on 
things  he  wasn't  asked  to  sell,  including  a  number  of  unpro- 
fitable items  which  his  house  at  the  time  didn't  have  in 
stock,  nor  any  house. 

A  tew  days  later,  another  salesman  with  one-third  the  ex- 
perience of  the  first — a  full  blooded  little  maverick  with  no 
pretension  to  knowing  anything  very  much,  happened  into 
the  same  territory  and  following  his  general  instructions, 
sold  practically  everything  that  the  first  man  had  been  asked 
to  sell,  but  which  he  didn't  sell.  Without  any  preconceived 
notions,  regarding  selling  time  tables  and  no  old  fashioned 
habits  to  handicap  him,  he  just  opened  up  his  case,  showed 
everything  he  had.  rhapsodized  over  the  selling  qualities 
ainl  virtues  of  his  goods  and  by  his  earnestness,  his  enthus- 
iasm and  his  irresistible  appeal  to  the  imagination  of  his 
eustomers— SOLD  THEM. 

Working  alone,  with  no  competitors  barking  up  the  same 
tree,  he  swept  through  the  territory  like  a  young  cyclone 
and  cleaned  it  up.  placing  the  label  of  his  house  in  many 
-tores  where  it  had  never  been  before. 

One  salesman,  helplessly  tied  <to  Habit,  would  wait  and 
io-1  all  —  the  other  wouldn't  wait  and  won  all.  One  would 
stall  until  the  calendar  reached  a  certain  point  when  he 
knew  a  dozen  aggressive  salesmen  from  competing  houses 
would  be  camping  on  his  trail  fighting  for  the  same  class 
of  business,  thus  making  it  possible  for  him  to  get  only  a 
small  fraction  of  that  business:  the  other  sailed  in  regard- 
less  of  date  or  calender  when  he  knew  no  other  salesmen — 
the  habit  boy- — were  looking  for  this  particular  business 
and  caught   them  napping. 


E.    H.    Legendre,    Montreal,    has    opened 
3331    St.   Hubert   street,  thai  city. 


drug   store    ai 


J.  0.  Quenneville  has  bought  C.  H.  Blouin's  branch  drug 
-.lore  a!  '22~i  Bernard  avenue,  west.  Montreal. 


WHERE? 


Where   can   a   man  buy  a  cap   for   hi-   knee? 

Or  a  key   to   the   lock  of  his   hair? 
Can  Ids  eyes  be  called  an  academy. 

Because   there   arc   pupils  there? 
In  the  crown   of  his  head  what  gems   are   found? 

"Win  "  travels  the  bridge  of  his  nose? 
C»n  be  use,  when  shingling  the  roof  of  his  mouth. 

I  lie  nail-  on   the  end  of  his  toe-? 
Can  the  crook  ol  his  elbow  be  sent  to  jail? 

If   SO,    what    did   he    do? 
How    does   he   sharpen    his   shoulder  blade-? 

I'll   be   hanged   if   I    know,   do    you? 
Can  hi'  sit  in  the  -bade  of  the  palm  of  his  hand. 

Or  beat   on  the  drum  of  his  ear? 
Does  the  call   on  his  leg  eat  the  corn  on  his  toes: 

If  so.  whv  not  urow  corn  on  the  ear? 
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McRory  and  Miller  have  moved  their  drug  business  from 
Yirden.  Man.,  to  McAuley. 

The  Nakusp  Drug  Store,  damaged  by  fire  a  month  ago. 
has  opened  up  again. 

W.  C.  Wheaton  has  purchased  Judd.  Fraser  and  Coch- 
rane's  drug  business  at  Port  Stanley.  Ont. 

Dr.  A.  J.  Trottier  has  opened  a  drug  store  at  Bj'.le  River, 
Ont. 

The  Snider  Drug  Co.  has  opened  a  store  on  Danforth 
avenue,  near  Greenwood.  Toronto. 

E.  A.  Stiikey  has  remodelled  his  store  front  at  Schom- 
berg.  Ont. 

G.  F.  Carefoot  has  opened  a  new  drug  store  at  857  Dun- 
das  street  east.  Toronto. 

Lewis  Manning  has  opened  a  new  drug  store  at  1893 
Danforth  avenue,  Toronto. 

Dr  Albert  Labrosse  has  purchased  Albert  Filion"s  drug 
store  at  68  St  Viateur  street,  west.  Montreal.  Other  changes 
in  that  city  are  J.  A.  Lanonette.  who  has  bought  Val  Bouch- 
er's business  at  93  St.  Jerome  street,  and  Gaspard  Hemond. 
who  has  purchased  Guerin  and  Belanger's  drug  business  at 
Roy  and  St.  Denis  streets. 

C.  W.  Pickup  has  opened  a  new  drug  business  at  North 
Lethbridge.  Alta. 

J.  O.Frigon  has  opened  a  new  drug  store  at  34  \^  est- 
minister  Avenue.  Montreal  West:  and  \  ictor  Malo  has 
opened  a  new  store  at  Lageunesse  street  and  33rd  Avenue. 
Montreal. 

W.  A.  Cory  has  bought  P.  W.  McNab's  drug  business 
at  Brooks,  Alta. 

J.  Patterson  has  purchased  the  Cardston  Pharmacy  at 
Cardston  Alta. 

R.  H.  Hughes  has  moved  his  drug  business  from  Lomond. 
Alta..  to  Claresholm:  and  T.  R.  Blain  has  moved  his 
business  from  Bow  Island  to  Taber.  Alta. 

Allen  &  Stevens  have  purchased  the  Standard  Drug  Co's 
store  at  Red  Deer.  Alta. 

Herb.  Thompson  has  purchased  the  McCleland  drug 
store  at  Leduc,  Alta. 

Owen  P.  Harrison  has  taken  over  the  Ernest  Shoff  drug 
store  at  800  Main  street,  \  ancouver. 

C.  S.  Babbe  has  purchased  A.  Bailey's  Kitsslano  Drug 
Store. 

A.  E.  Fawcett  has  opened  a  new  drug  store  at  64th 
Avenue  and  Gramville  street,  Vancouver. 

Frank  Whalev  has  removed  his  Grandview  Drug  Store 
from  1.003  to  902  Commercial  Drive.  Vancouver. 

T.  H.  Atkinson  has  built  an  addition  to  his  store  at 
Nelson  and  Nicola  streets.  \  ancouver. 

E.  F.  Lasage  has  sold  his  interest  in  the  Sidney  Drug 
Store  at  \  ictoria,  B.C..  and  purchased  John  T.  Smith's 
drug  store  at  1800  Fourth  Avenue  west.  Vancouver. 

Garnet  S.  Metcalf  has  opened  a  new  drug  store  at 
Campbellton.  B.C. 

Curtis  &  Gilley  have  purchased  the  People's  Drug  Store 
at  Vancouver. 

L.  D.  Rochette's  drug  store  was  burned  in  the  big  tire 
which   destroyed   Terribonne,   Que.,    a    month    ago. 

The  druggists  of  New  York  will  hold  an  inaugural  show 
in  Madison  Square  Garden,  from  February  19  to  -- 
Manufacturers  and   distributors   will   align   forces   to   make 


the  show    the  greatest  exhibit  of  its  kind  ever  held  in  that 
edifice. 

J.  Brown  has  opened  a  new  druz  store  at  3051  Dundas 
street.  'R  est.  Toronto. 

A.  J.  Sabiston.  traveller  for  Sovereign  Perfumes,  died 
somewhat  suddenlv  last  month  following  an  operation. 

To  help  in  stimulating  the  work  of  research  throughout 
the  world.  Lord  Atholstan  offers  a  prize  of  $100,000 
to  the  graduate  or  student  of  any  recognized  university 
who.  within  four  years  i-  the  first  to  discover  a  medicinal 
treatment  for  the  effective  cure  of  cancer.  The  decision  to 
be  left  to  the  Roval  Colleges  of  Physicians  and  Surgeons. 
London.  England. 

A  stringent  control  of  the  sale  or  distribution  of  drugs 
in  Quebec  to  meet  the  growing  menace  created  in  Moi 
by  the  extent  taken  by  that  plague  will  be  established  bv 
a    law   to   be    presented   this    week   by    Hon.   Jacob    Nicol. 
provincial  treasurer. 

Tamblvns  have  opened  their  twenty-first  branch  drug 
store  at  Danforth  and  Monarch  Park  Avenues.  Toronto. 

The  T.  H.  Wilson  estate  will  continue  to  operate  the 
Wilson  drug  store  on  Main  Street.  Fairville  N.B.  This  is 
fifty-five  years  ago  by  the  late  T.  H.  Wilson  who  died 
the  oldest  drug  store  in  Fairville.  and  was  established  about 
some  months  ago.  The  \^  ileon  drug  business  had  been 
in  the  same  stand  for  most  the  period  since  its  founding. 


O.  C.  P.  SEMI-ANNUAL 

At    the   semi-annual    meeting   of  the   Ontario   College   of 
Pharmacy    held    last    month    in    the    college    building 
Gerrard    street    east.    Toronto    routine    business    was 
posed  of.     Those  present   were:     Henry  Witters.   Ottawa; 
Frank   J.    Hay.    Kingston;    T.    B.    Hartley    and    G 
Gibbard.  Toronto;    C.  T.  Adams.  Sault  Ste.  Mai-:   E.   R. 
Wigle,  Goderich;  •  ■.  ('.  Millard.  Coldwater;   Burwell  (",r;f- 
fin,  Hamilton.  T.  E.  McLellan,  Gait:  J.  B.    R  -    Park- 

hill;    Andrew    B.    Johns  Sarnia;    Thomas    O.    Brown, 

Milton.     J.  H.  H.  Jul-..  Bowmanville,  was  absent. 

The  number  of  druggists  in  Ontario  now  reaches  1,350  of 
whom  about  350  are  in  Toronto. 


MASONS    HOLD    DRUGGISTS'    NIGHT 

The   dri;.     -  -     if   Queen   City    Lodge,    \.    F.   &    V   M.. 
No.  552,  Toronto,  held  their  fourth  annual  di  -     night 

during   the   month   past,   with   the   fallowing  visiting  drug- 
gists occupying  the  chai  -:  \\    •    Bi      D  an  Heebner,  I.P.M: 
Wor.   Bro.   T.    G.    Patterson,   \Y.    M.:    \\  .    Br.  .    \\  .    M. 
Mahfcy,  S.W.,  and  Bro.  R.  0.   Hurst,   I.W  .      I 
other  visiting  druggists   filled   the  other  chairs. 

\--isted  by  the  St.  Patrick's  Chapter  quartet,  the  work 
was  exemplified   in   the  first   degree   in   a  verj    impi 
manner  to  the  candid  E.  Field 

About  350  members  and  guests  sal   ■'•  supper  in 

the  big  hall   upstairs,   which    was   artisticall) 
the  pharmacy  col 

The  speaker  ol  the  evening,  Rabb    !  I 
instructive    and    eloquent    .   :       -- 
irv  and  Religion. " 
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CAMERA  RENTING  HELPS  SALES 


Experience  of  a  druggist  who  investigated  the  worth  of  cameras  and  supplies- 
Printing  helped  another  druggist's  sales. 

By  Richard  Bennett 


A  WELL  known  dealer  finds  that  the  handling  of  cam- 
eras is  a  help  in  the  sale  of  goods  in  all  other  lines. 
In  fact,  he  considers  this  department  as  much  of  a 
drawing-card  for  patronage  as  his  cigar  case  or  his  soda 
fountain. 

How  did  he  increase  his  sales  in  cameras?  Well,  there 
were  so  many  ways  that  it  is  difficult  to  lay  stress  on  any 
particular  feature.  He  says.  however,  that  what 
counted  the  most  was  the  everlasting  hammering  away,  the 
being  alive  at  all  times  to  the  new  things  that  came  out  and 
the  new  ways  of  doing  the  work.  Then.  too.  there  was  dis- 
play and  advertising — plenty  of  it — and  the  seeing  to  it  that 
the  salesmen  were  well  posted  and  enthused. 

Some  druggists  may  think  that  it  is  necessary  to  invest  a 
large  amount  of  money  in  the  camera  department,  but  this 
isn't  so.  Some  manufacturers,  referring  particularly  to  the 
Seneca  Camera  Manufacturing  Company,  of  Rochester,  New 
York,  will  let  you  have  ;heir  agency  for  a  S50  order.  Also 
do  not  feel  discouraged  if  your  competitior  has  the  agency 
for  what  you  consider  the  most  popular  line.  There  are 
four  or  five  good  concerns  today  making  cameras.  The 
-in  ess  of  this  department  depends  upon  you  and  your  clerks 
more  than  it  does  upon  the  brand  of  cameras. 

We  had  a  store  in  a  small  town,  and  when  we  started  in 
the  photograph  business  we  put  in  most  of  the  cheaper  cam- 
eras and  tun  or  three  of  the  better  ones,  together  with  a 
fairly  representative  line  of  supplies.  Of  course  we  grad- 
ually increased  our  slock  as  our  sales  warranted. 

The  one  real  feature  to  which  we  can  attribute  our  suc- 
cess more  than  to  any  other,  is  the  plan  of  renting  cameras 
and  of  letting  prospective  buyers  have  them  on  a  30-days" 
free  (rial.  In  renting  the  cameras  we  generally  gave  out 
the  cheaper  ones.  Where  we  did  not  know  the  part)  we 
had  him  leave  a  deposit  covering  the  price  of  the  machine. 
If  we  knew  we  could  trust  him  we  did  not  ask  for  a  deposit. 
Our  charges  wen-  25e  a  day. 

If  the  customer  decided  to  keep  the  camera  we  allowed 
him  to  applv  the  money  for  rent  on  the  purchase  price. 

If  we  had  a  pretty  warm  prospect  and  knew   be  was  inter- 

= iiiimiiiimiimnimimi iiiiiiiiiiiiiihiii iiliiiiiinmiimimimiiiiimiiiiiiiiimmiiiiiiiiiiiiiiiiiiiMimimiiijiiiiiiiiimiir 

Did  You    Get   a   Camera    | 
for  Christmas 

Then    let   us   do    your    developing    and    p 
The  next  thin-  of  importance  after  making  propei 
exposures  is  to  get  the  right  results  in  completing 
the    pictures.         Developing    is    highly    important. 
Our  facilities  are  complete  in  ever)  respect. 

DOMINION  PHARMACY 

Opposite  the  Post  Office 

ilium i in in; ilium 

A   good   sales  .suggestion    after   the   holidays   to    help  the   photographic 
department. 


ested  in  a  good  camera,  why  that  was  the  one  we  rented  to 
him.     Many  machine-  wen    sold   in   this  way. 

Even   if  we  did   not   make  the  sale  the   proposition   was  a 

paying  thing  for  us.     We  had  the  rent  money,  sold  tw 

more  films,  and,  in  most  case-,  developed  the  films  and  made 
the   prints. 

Our  since--  wa-  also  largely  due  to  our  developing  and 
printing  department.  This  was  profitable,  and  also  fascin- 
ating work  with  us.  Main  who  do  not  have  the  time  or  are 
not  so  inclined  send  their  printing  work  out.  We  advertised 
our  printing  department  strong.  We  actually  made  better 
prints  and  gave  quicker  service  than  if  we  had  sublet  the 
work. 

Of  course  if  the  amateur  preferred  to  do  his  own  work. 
we  made  a  nice  profit  on  tin  supplies  we  sold.  We  gave 
free  instructions  in  developing  and  printing.This  counted 
a  great  deal  with  us.  After  the  store  was  closed  at  night  I 
would  take  a  prospect  into  our  developing  room  and  show 
him  how  the  work  was  done.  This  inspired  the  real  inter- 
est. 

Musi  Keep  Posted 

Even  if  you  do  not  do  your  own  developing,  the  sales- 
man who  sells  the  cameras  should  know  enough  about  it  t  ■ 
-bow  a  prospect  how  the  work  is  done.  The  salesman  must 
be  well  posted.  There  are  a  lot  of  things  to  learn,  llow- 
ever,  the  subject  i-  interesting  and  not  hard  to  understand. 

It  is  absolutely  necessar)  to  keep  posted  on  the  new 
"wrinkles"'  and  appliances  which  come  out.  There  are  so 
many  things  to  sell  the  customer  after  the  camera  is  pur- 
chased that  you  have  only  to  reap  your  reward.  The  whole 
thing  settles  back  to  a  fundamental  prinriph — salesman- 
ship. 

We  also  supplied  the  photographer  with  his  supplies  and 
card  mounts.  We  even  -old  him  bis  camera-.  It  is  true 
that  we  gave  him  a  good  discount:  nevertheless,  considering 
the  total  amount  of  business  be  gave  us,  our  profits  amount- 
ed   to    considerable. 

We  are  situated  near  a  popular  summer  resort  and  two 
large  parks.  Manx  people  come  to  these  place-  on  excur- 
sions in  the  summer  time,  and  a-  sOon  a-  they  land  in  town 
they  look  for  a  place  to  load  up  with  photographic  supplies. 

When  we  hear  that  a  customer  intends  to  go  on  a  vaca- 
tion or  go  camping  we  tr\  to  -ell  him  a  camera  or  a  half- 
dozen  rolls  of  film-,  [n  i  onnection  with  the  latter  we  agree 
to  take  hack  any  which  are  not  used.  Often  we  sell  a  devel- 
oping tank  and  printing  outfit,  too.  so  that  the  merrv  vaca- 
tionist Won'l  need  to  wail  to  come  back  to  town  to  see  how 
his   pictures   turn   out. 

W  e  alwa  i  ustomer  that  In-  come  to  us  if 

then'  i-  anything  about  the  work  he  doesn't  understand. 
Then  we  examine  hi-  print-  and  either  compliment  him  on 
hi-  work  or  tell   him  bow    to   improve  it. 

Don't  forget  the  customer  after  you  have  -old  the  camera: 
keep  alter  him  and  he  will  keep  up  his  interest.  When  he 
come-   into   thi  -k   him   if  he  has   taken   any   pictures 

recently.  Don't  let  him  -,.\  :  "I  haven't  used  tny  camera 
for  a  vear.     I  never  get  an)  good  pictures,  anyhow." 

It  is  during  the  summei  that  we  -ell  the  mos)  photograph- 
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correct  number  of  spool*  in  the  basket.  A  condition  of  the 
contest  was  that  each  one  registering  a  guess  either  pur- 
chased a  film  or  left  work  for  developing.  In  this  way  a 
good  mailing  list  was   secured. 


ic  supplies,  but  we  do  nol  forget  this  department  in  the 
winter-time.  We  have  many  window  displays  of  cameras 
during  the  cold  season.  Snow  scenes  make  fine  pictures, 
and  cameras  make  excellent  Christmas  presents. 

We  have  a   window    display   of  cameras   about    twice  a  

month  and  a  small  ad.  in  the  newspaper  quite  often.     We 

also  use  moving  picture  slides.  ARE  YOU  AN  EXECUTI\  E? 

■  No  business  man  can  hope  to  become  a  verv  big  success 

PHOTOGIUPHIC  SUPPLIES  A  GOOD  LINE  in  any  lin£  unles*  he  ^  th,e  characteristics  of  a  good  ex- 

ecutive.     Do  you  have  themr 
Amateur  photographic  supplies  may  properly  be  added  to  -p0  attain  success,  a  man  must  surround  himself  with  the 

anv  and  every  drug  stock.     The  interest  in  photographv  may      nejp  0f  0thers,  employee  and  associates.     He  must  be  able 
noV  be  as  active  today,  but  it  is  an  enduring  and  fascinating      t0  0CCUpy  successfullv,  the  position  of  an  executive. 

Have  vou  the  "ear-marks"  of  a  capable  manager  of  men? 


pursuit.  The  stock,  however,  as  to  paper  and  films  rapidlv 
deteriorates,  with  danger  of  loss  if  there  is  the  slightest  lack 
of  care  in  buving.  The  apparatus  is  also  constantlv  subject 
to  change  and  improvement.  The  amateur  photographer  is 
usuallv  a  critical,  shrewd  and  careful  buyer.  He  naturally 
turns  to  the  drug  store  for  the  work  of  finishing  the  film  and 
this  function  properly  accompanies  the  line. 

Here  indeed  does  service  count.  The  kodaker's  interest 
in  the  results  is  a  diminishing  quantity — if  films  are  not 
finished  and  returned  promptly,  inside  of  six  hour*,  say, 
better  drop  this  phase  of  the  work  entirely. 


CREATE  AN  INTEREST  IN  PHOTO  SUPPLY  DEPT 
Bayer    &    Schaefer.    Druggists, 

Kitchener.  Ont.  recently  had  a  large  wire  basket  of 
films  spools  in  centre  of  their  window  display  of  photo- 
graphic supplies.  A  display  card  said  that  a  $15  camera 
would  be  given   free   to   the   person   guessing   the   nearest 


Some  men  appear  to  be  "born"  executive,  capable  of  com- 
manding or  directing  the  efforts  of  others.  Other  men  have 
to  acquire  this  ability. 

It  can  be  acquired.  You  can  acquire  it  if  you  don't  have 
it.     Other  men  have  done  it. 

Take  an  inventory  of  your  executive  ability. 

How  do  you  stand  in  the  eyes  of  your  employees? 

Are  they  drawn  to  you?  Do  they  work  with  you,  or 
do  they  just  work  "for"  you? 

There's  a  difference. 

Under  the  ideal  executive,  employees  work  with  their 
employer  as  well  as  for  him.  They  respond  to  his  praise 
for  commendable  work  accomplished  as  quickly  as  they  re- 
coil under  corrective  criticism  for  the  times  when  they  fall 
short. 

It  takes  a  good  executive  to  get  the  maximum  from  his 
force  of  employees. 

Are  vou  a  good  executive? 


ItfpOI* 

PHOTOGRAPHIC 

PAPERS 


0 


Bromide.  Bromide  de  Luxe.  Slosas  (Gaslishl)  Enilone  (Sell-toringl  and  POP. 
Pott  Cardl  in  all  sradw.  Thomas  Illingwoith  &  Co.,  Limited.  London. 
Illingworth'i  are  the  Paper  People. 

AGENTS  FOR  CANADA.  THK 

National  Drug  and  Chemical  Company  of  Canada,  Limited 

34  St.   Gabriel  Street,  Montreal 


WATKINS 


MrEoT,fuR    bHII     SPecUI    P"""1" 

or  Studio,  Indoor 
(Cinematograph  Colour  Plate 

STOCKED  BY  STORES 

WATKINS  METER  CO.     -    HEREFORD,  ENGLAND 


Photographic 
Supplies 


The  Retail  Drug  trade  is  the 
legitimate  outlet  for  the  sale  of 
photographic  goods.  Tell  them 
about  your  lines  on  this  page. 

Rates  on  request 


Wkk"WVWLjW  Cameras 
,1*"We:  Jl\IL  and  Photo  Supplies 


The  Pifcet  Prize  Plate  Company 

1  united 
Rajar  Limitrd 

Marion  &  Company  Limited 
Marion  fc  Foulger   Limitrd 
A.  kenhaw  &  Son   Limited 
The  Kerjhaw  Optical  Company 
Limited 


TJNL" 


APM  theA.P.M..Limited 
offer  the  belt  British  Made 
Cameras  and  Apparatus  at 
prices  that  encourage  buyers. 
Write  for  Catalogue  and  terms 
to:  — 
Amalgamated  Photographic    Manufacturers 

A*  L.mited 

3,   Soho  Square.  (*\u\ 

London.  W.  I.  >Sk/ 


England 
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KEEP  FROST  OFF  WINDOWS-MEANS 

MORE  SALES 

The  frosted  window  is  a  trade  killer — Suggestions  on  prevention  of  frosting 
from  many  sources— Good  Ventilation  best  method. 


THE  following  remedies  have  been  found  successful  in 
certain  rases.     Some  of  them  are  good  only  for  slight 
oases  of  frosting.     Where  these  simple  remedies  do 
not  work  it  will  be  necessary  to  ventilate  the  window  as  we 
will  outline  later,  and  in  some  eases  it  will  be  necessary  to 
reconstruct  the  window  entirely. 

In  many  cases  frost  will  not  accumulate  upon  the  glass 
the  inside  of  which  has  been  rubbed  with  a  rag  saturated 
with  alcohol.  This  alcohol  operation,  however,  in  very 
cold  weather  must  be  repeated  several  times  a  day-  Wood 
alcohol  or  denatured  alcohol  would  no  doubt  answer  as 
well  as  grain  alcohol. 

Instead  of  using  plain  alcohol  some  stores  use  glycerine 
and  water,  while  others  use  ammonia  and  salt  water,,  or 
alcohol  and  water. 

Another  formula:  A  thin  layer  of  paste  made  of  water, 
gylcerine,  while  candy  and  sugar,  in  equal  parts,  with  a 
small  quantity  of  coumarin  (obtainable  from  large  drug 
stores)  ;  spread  this  paste  over  the  glass.  It  will  not  affect 
the  transparency  and  will  often  prevent  the  precipitation  of 
moiture. 

The  Electric  Fan  Method 

Where  windows  do  not  frost  over  very  heavily  it  i-  pos- 
sible to  keep  the  glass  clear  by  throwing  a  strong  current 
of  air  over  the  inside  with  an  electric  fan.  It  is  best  to 
conceal  the  fan  with  merchandise  or  a  show  card.  The 
current  of  air  should  strike  the  glass  from  one  side  and 
sweep  over  the  entire  surface  thus  crea'ing  a  circulation 
of  air  over  as  much  as  possible  of  the  surface.  In  large 
windows  two  fans  should  be  used. 

Ventilation  May  Stop  Frostinc 

The  windows  fros!  over  because  of  the  difference  in  tem- 
perature in  front  and  back  of  the  glass.  If  the  air  in  the 
window  is  warmer  than  that  outside  'here  will  be  conden- 
sation of  moisture  when  it  strikes  the  glass.  Thus  the 
point  is  to  make  the  temperature  on  both  sides  of  the  glass 
as  nearlv  the  same   a6   possible. 

The  windows  should  be  enclosed,  the  back,  -i dc-  and 
floor  being  praoticallv  air-tight  so  thai  none  of  tb?  warm, 
moisture  laden  air  of  the  -line  or  basement  will  find  its 
wa\  in.  Sometime.-  llii^  uill  be  all  that  is  necessary,  but 
in  mi'-1  cases  you  will  have  to  go  further  and  have  some 
form  of  an  opening  just  below  the  glass  to  admit  cold  air 
into  the  window,  .mil  openings  in  the  top  to  let  out  warm  air. 
This  circulation  of  air  from  outside  i-  expected  to  keep 
tin-  temperature  of  the  inside  of  the  pane  much  the  same  as 
thai  outside-  However,  it  lets  dust  into  the  windows  at 
times  unless  the  opening  i-  co'v  i  :d  with  cheesecloth  or  a 
fine  -in: 

Ventilating  Old  Windows 

rhere  are  several   ways  o1    ven!  la  in;    tb    windows  you 

already  have.     First,  b    sui  ■  thai  the  do  >r  and  backj ind 

an-  thoroughlv  air-tighl  an  I  then  an  inge  foi  the  ventilation 
ol    your  window  1c    means  nl    any  of  the  following  plans 
which  adapts   itsell    ti    the  construction  of  your  particular 
low. 


One  method  is  to  bore  holes  through  the  window  mould- 
ing in  which  the  glass  rests,  about  one  inch  in  diameter; 
also  bore  corresponding  holes  in  the  upper  sash  of  the 
window,  these  holes  to  be  six  to  twelve  inches  apart.  There 
is  a  metal  tube  with  screened  ends  that  can  be  procured 
that  fits  into  these  holes. 

If  the  glass  is  so  set  that  there  is  no  wooden  sash  to  bore 
through,  it  will  be  necessary  to  overcome  this  by  installing 
air  ducts  from  the  base  of  the  window  up  through  the  floor. 
These  openings  can  be  connected  with  the  tin  pipe,  such  as 
is  used  in  heating  plants.  In  the  top  of  the  window  is  an 
opening  the  same  size- 

These  openings  can  be  covered  with  small  iron  grills, 
such  as  are  used  in  floors  and  walls  of  houses  that  have 
hot  air  heating  systems.  A  similar  plan  would  be  to  use 
the  elbow  of  the  stove  pipe,  opening  into  the  floor  of  the 
window  and  opening  out  into  the  street,  in  the  bulk-head 
of  the  window;  the  openings  should  be  of  just  such  size 
that  the  stovepipe  would  fit  into  them.  These  openings 
could  be  covered  with  a  layer  of  fine  wire  screen  and  then 
a  layer  of  coarse  screen,  which  will  serve  to  protect  the 
finer  wire.  Almost  any  kind  of  opening  in  the  top  of  the 
window,  if  sufficient  size  to  carry  off  the  amount  of  air 
which  is  let  into  the  window,  is  all  that  is  necessary. 

For   "Bay  Windows" 

There  are  some  show  windows  that  are  built  in  what 
might  be  termed  "bay  window  style."  protruding  out  over 
the  sidewalk.  All  that  is  necessary  is  to  bore  holes  through 
the  floor  which  overhangs  the  sidewalk,  with  corresponding 
holes  in  the  ceiling  of  the  window.  This  provides  for  the 
ventilation-  It  will  be  necessary,  however,  to  put  a  little 
tin  cover  over  the  holes  in  the  roof,  so  that  rain  will  not 
get  into  the  window  through  the  holes.  One  method  of  ar- 
ranging is  for  a  slide  that  will  close  up  the  openings  in  the 
base  of  the  window.  This  ia  particularly  desirable  in  the 
summer  time,  when  ventilation  is  not  needed,  and  when 
dust  is  likely  to  get  into  the  window.  The  device  is  verv 
simple,  being  nothing  more  nor  less  than  a  frame  of  mould- 
ing around  the  holes  or  other  opening,  with  a  slide  cover 
that  works  back  and  forth  in  the  moulding. 

OrEN  Back  Windows 

There  are  main  stores  that  have  windows  that  are  nit 
enclosed,  comonlv  known  as  "open  back  windows."  With 
this  type  of  window  it  is  impossible  to  use  a  ventilating 
svstem  as  a  preventive  of  frost.  About  the  only  thing 
that  can  be  done  in  a  window  of  this  kind  is  to  <ret  onounh 
heat  next  to  the  glass  so  that  it  is  too  warm  for  the  fro*t 
to    accumulate 


Equality 

"You  know"  said  I  he  woman  whose  motor  ear  had  run 
down  a  man.  "you  musl  have  been  walking  verv  carelessly, 
I  am  a  very  careful  driver.  1  have  been  driving  a  car  I'm 
seven  years." 

"Lady,  you  have  notlr'na  on  me.  1  have  been  walking  for 
lil  i\  -four  years.' ' 
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GOODS  ALWAYS  IN  DEMAND 

All  British  Manufacture         Are  You  Stocked  ? 


TRY  IT  IN  YOUR  BATH 

SCRUBB'S  cioudy  AMMONIA 

MARVELLOUS  PREPARATION 
Invaluable  for  Toilet  and  Domestic  Purposes. 

Sales  AgenlsforCanada  :  —  Harold  F.  Ritchie  and  Co.,  Ltd. .  1 0  McCaul  St..  Toronto 


THE  LION  LEADS 

NO  LANCING  OR  CUTTING  WITH 

Burgess' Lion  Ointment 

TRADE  MARK  Reg'd.  ° 

Established  1847  A  CONTINUOUS  RECORD  OF  SUCCESS 

Slocked  by  the  leading  Wholesale  Hou.es   The  Proprietary  or  Paler  t  Medicine  Act  No.  600 


For 

Infants,       <^L* 
Invalids, 


Convalescents 

and 

The  Aged 


The  BRITISH  MEDICAL  JOURNAL  sow: 
'Benger's  Food  has,  by  its  excellence,  established  a  reputation 


ATKINSON  &  BARKER'S 

INFANTS'  PRESERVATIVE 

The  Mother's  Be«t  Friend  for  over  a  Century. 
R.  BARKER  &  SON,  Ltd..  Wesley  St.,  C  on-M.,  Manchester, Eng. 


STOUT 
PEOPLE 
DEMAND 
ANTIPON 


The  World's  Most  Popular  Remedy  for  Obesity 

Should  be  stocked  by  all  up-to-date  druggists  and  stores.  From 
all  the  leading  wholesale  houses,  including  The  National  Drug 
«-V  Chemical  Co. 
of  Canada.  The 
T.  Eaton  Co., 
Limited.  Lyman 
Bros.  &  Co. . 
Limited,  and 

Sharland  &Co. 

Eidon.   Street  London,  England 


FOR 

COUGHS 

FOR 


\J  Lung   Tonic*      ^        COLDS 
GUARANTEED   ACETIC  ACID 

SPINAL  SYSTEM  OF  TREATMENT 

A     sai»-.     simple    and    efficient    External     Remedy     for    Nerve    complaints, 
Rheumatism,   Throat   and   Chest   complaints.   Spinal,   Stomach,    Livei 
and  all   acute   and   Chronic  Disea 

Stocked    by   all   V  "d  Retail   Houses   in   larsc   and   small   bottles. 

"The    Mannar1     1    -■      ''Handbook    for    Mothers"    4d. 
"The    Practical    Guide*'    containing    instructions    free    from 

F.  COUTTS  &  SONS.  6  Gt.  Eastern  St.  LONDON,  ENGLAND 


Clarke's 

Blood 

Mixture 

•Everybody'. Blood  Purine..' 


In  Greater  Demand  than  Ever 

BECAUSE  of  iti  great  merit  in  the  treatment  of 
Bad  Legs,  Abscesses,  Ulcers,  Glandular  Swellings, 
Piles,  Eczema.  Boils,  P  mples,  Soresand  Eruptions, 
and  BECAUSE  it  .s  regularly  advertised  in  Can- 
ada. Clarke's  Blood  Mixture,  the  famous  Blood  Purifier,  is 
to-day  in  greater  rc-ninJ  than  ever.  Over  50  years  success. 
Stocked  by  all  principal  wholaaUrt 


TRUSSES 

For  All   Markets 

We  make  every  kind  of  Truss,  both  English 
and  American  pattern,  in  a  variety  of  styles  and 
qualities,  and  shall  he  glad  to  submit  drawings 
and  prices. 

PRICE  LISTS 

ELLIS,  SON   &   PARAMORE,   Spring  St.    Works,  Sheffield  Eng- 


SHADEINE 

FOR  COLORING  GREY  HAIR 

This  popular  article  is  lamely  advertiser) 
and    stocked    by    ail    Wholesale    Houses 

Lyman  Bros.  Co.,  Ltd.,   7  1  Front  St.  E.,  Toronto 

Parke  &  Parke,  Ltd.  -  Hamilton,  Ontario 

The  Shadeine  Co.,  58  Westbourne  Grove, 

London.  W..  England 


FENNINGS'  FEVER  MIXTURE 

as  used  throughout  Great  Britain  and 
Colonies  for  over  fifty  years 

Wholesale  Agents     SNIDER  &  BOSSONS,  WINNIPEG 


The  Evan  Williams 


Canadian   ngen/s 
Messrs.  Pa /mers.  L°  100  La  tour  Street,  Montreal 


lli^B® 


Dr.  STEDMAN'S  TEETHING  POWDERS 

for  Children 

Dr.  STEDMAN'S  WORM  POWDERS 

for  Children  and  Adults 

From  all  the  Leading  Wholesale  Houses 
Depot:    125   New   North  Road,    London,    N.  1.  England 


.   . 


SPUN"   OINTMENTS 

THE  LARGEST  SALE  IN  THE  WORLD 
We  pack  everything  necessary  to  a   chemist's  Business. 
Write   for  our  illustrated  Catalogue. 

Robert  Blackie,  Shen  Work's  Tower  Bridge  Rd.,  London,  Eng. 


SECCOTINE 

REGD.I 

THE      BEST     GENERAL     ADHESIVE     THE 
WORLD    KNOWS.        IT    SELLS    ON    SIGHT. 


FIRMAS 


A   liquid   preparation  to   be  used 
for  cementing    articles    of   G'.a-< 
ireod.)  China,  or  Delph  required  to  hold 

hot  or  cold  water — a  marvellous  product 


ISSUED   BT   1CCJK-    STEVENSON    t    ORB.   LTD.  BELFAS7     IRELASb 


Sals 

Canadian 
Aiirnts 


MENZIES   &   COMPANY,   LIMITED. 


439.   KING   STREET   WEST 


TOR  - 
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Amalgamated  Photographic  Mfg.  Ltd 27      Dlingsworth    LtJ 27 

Antipon     29       Ingram    \    Son,   J.   G 

Ashton   &   Parsons  Ltd    29 

Junes  Bn.s.  ci  Co.,  Limited,  7 he   '-> 

k.  8   -.  Tire  &  Rubber  Goods  Limited    

L>  man  Bros.  &  Co.,  Limited,  The 4 


Bengers  Food 29 

Beet  ham  i   Sons   30 

Barker    &    Son.    R .  29 

Bayer  Company i.i.c. 

Beechams     Pills     i-b.c. 

Blackie  Robert 29 

Burdett   &  Valade    


lian  National  I  arbon  Co 

Clark's  Blood  Mixture    29 

Condj    &    Mitchell    

Coutts  Sons,  F 29 


Dr.   Du   Maurier   Beauty  Preparations. 
Dulm.i_  


Edmanson   Bates   X   (  o..   Limited    

Evans  Williams   29 

Eno"s    Fruit   Salts 

EUis  Son  &  Paramore 29 

Fennings,  Alfred   29 


Howard    &    Son    

Henry.    W.    and    T 

Haywood  Limited.  J.  H. 
Holloway,    Thomas     . . . 


29 


Marlatt    S;   Company.   J.   W 

Marvel    &    Company 

Neaves  &  Compam    i.b.c. 

North  American  Dye  Co 


Pepsin   Syrup  Company    

Prout  &  Harsant 29 

Scrubb  &  Co.,  Ltd 29 

Stedman,   Dr 29 

Shadeine  Co.,  The 29 

Squire    &    Sons     •  ■  •  .  • 4 

Starr  Co.  of  Canada  Limited   3 


Watkins  Meter   Co 27 

Waterman    Company.    L.    E • 8 


Demand  Created 


MARVEL 
Whirling  Spray  Syringe 

MARVEL  COMPANY 

25   West   45th    Street,    New    York    City 

Canadian  DUtubutor:  -  MacLean,  Benn  &   Nelion,  Ltd. 
489  St.  Paul  St.W..  Montreal. 


Readers  desiring  information 
regarding  where  special  lines 
of  goods  can  be  bought, 
should  write  and  we  will 
gladly  furnish  it. 

The 

Commercial  Press,  Limited 

51  Wellington  West,  TORONTO 


is  one  of  the  most  popular  Toilet  Preparations  in  England, 
and  is  specially  suited  to  the  extremes  of  the  Canadian 
climate.  It  i*  invaluable  for  preserving  the  Skia  and  Com- 
plexion from  the  effects  of  exposure  to  the  Sun,  Frost,  and 

Cold    Wind*,  and  always  finds   a  ready  mIc  wherever  introduced. 

ADD  IT  TO  YOUR  STOCK  AND   INCREASE  YOUR  PROFITS ! 

Solm  Proprietor*  : 

M.  BEETHAM  &  SON    •    CHELTENHAM,  England 
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Commercial  Printing 


Catalogues,  Booklets,  Etc. 

1$  To  produce  a  catalogue  that  will  attract  the  largest  possible 
number  of  orders  from  those  to  whom  it  is  sent  there  are  four 
essentials:  (1)  skilled  design,  including  arrangement  and  wording, 
(2)  illustrations  that  show  goods  to  best  advantage,  (3)  good  typo- 
graphy and  (4)  press-work  that  brings  out  both  the  illustrations 
and  text  matter  to  best  advantage.  ^  Having  been  publishers 
of  business  papers  for  many  years  we  have  a  service  department 
that  can  give  you  advice  and  co-operation  based  on  many  years 
of  experience;  we  have  skilled  compositors  and  pressmen— thus 
ensuring  work  of  the  highest  standard. 

Commercial  Forms 

^  This  class  of  work  does  not  entail  any  service  from  the  printer 
other  than  clear,  effective  work  on  suitable  paper  at  low  cost. 
As  our  overhead  is  low  and  as  we  have  the  latest  type  of  auto- 
matic jobbing  presses  we  can  furnish  this  class  of  work  at  lowest 
cost  consistent  with  clean,  accurate  work.  ^  In  other  Words  you 
can  safely  turn  over  all  \)our  printing  to  us,  ^nou)rn^  it  will  be 
Well  done  at  low  cost— and  delivery  will  he  made  at  the  date 
promised. 

THE  COMMERCIAL    PRESS,  LIMITED 

51  Wellington  Street  West 

Toronto 
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You  Can  Always  Depend 
On  an  Eveready  Flashlight 


EVEREADY'S  light  snaps  on  with  a  push  of  your  thumb.     It 
takes  the  terror  out  of  darkness.     Lights  up  treacherous 
places  and  makes  night  travelling  safe.     Finds  keyholes  or 
things  dropped  on  the  floor.     For  outdoors  or  indoors,  whenever 
a  temporary  light  is  needed,  Eveready  supplies  the  need  with  the 
safest,  most  convenient  and  dependable  portable  light  ever  made. 

Use  an  Eveready  yourself  at  home  and  in  your  store.  It  will 
reveal  to  you  many  uses  that  you  can  suggest  to  your  customers. 
Suggestions  lead  to  sales — sales  bring  profits — and  profits  build 
up  your  business. 

Eveready  Flashlights  and  Batteries  are  sold  only  through  the 
Wholesale  trade.  Ask  your  Wholesaler  about  Eveready  Flash- 
lights— the  fastest  selling  Flashlight  on  the  market,  because  it  is 
not  only  the  best  but  it  is  the  only  Flashlight  which  is  nationally 
advertised  year  after  year. 

CANADIAN    NATIONAL    CARBON    CO.    LIMITED 

Montreal  Toronto  Winnipeg  Vancouver 

EVEREADY 

FLASHLIGHTS 

— For  Safety's  Sake 


THE  L 

FACULTY  OF  PH 


